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DET RU Cents Yo $2 a Year 


Rough Proofs 


The National Better Business Bu- 
reau issues a lot of do’s and don’ts 
for advertisers of remedies for ath- 
lete’s foot, But for the love of Mike, 
hasn’t the fellow who invents a dis- 
ease any rights at all? 


~~ a 


Gem-lectric offers an_ electric 
lamp to light the way for your ra- 
zor. With its aid you can easily 
get out of the rough without the loss 
of a stroke. 

~~ @ 


Hat Style Council offers $600 in 
prizes for the best copy by high 
school boys. In this way they hope 
to encourage the lads to investigate 
the meaning of the word “hat.” 


i 


World Peaceways is still adver- 
tising against war, but in view of 
what’s happening here and there, a 
suspicion has arisen that it’s taken 
in too much territory. 


- = @ 


Sex appeal is the idea back of 
Girdle-Fit Shoes, offered as “the 
grand illusion.” Chances are the 
advertiser will be satisfied even if it 


» gets no further than the wearer. 


® coupon-clippers 


7 
ie 


FB. 


Confidentially, sex appeal for la- 
dies is probably promoted more suc- 
cessfully at the nether extremities 
by Blue Jay Corn Plasters than any 
other advertised product. 


7 FT 


Broadcast Music, Inc., will start 
with a fund of $1,500,000. This is 
almost enough to interest even the 
in the’ golden 
realms of Tinpan Alley. 


vgy¥$eeg? 


In its dealings with ASCAP, the 
new slogan of NAB seems to be, 
“Millions for defense, but not one 
cent more for tribute.” 

v 


, 


Prest-O-Lite is celebrating its 
twenty-fifth anniversary with a 
special Campaign on batteries. But 


can’t we have one ad on gas light- 
ing for ~automobiles, just for old 
time’s sake? 

vw? 


A dairy. advertiser in Boston has 
come up With the unique idea that 
milk tastes good. The advertisers 
{ whisky, rum, gin, beer, etc., are 


; 


going to resent this. 


ae | 


The Frisco is telling its prospects 
they’ll meet such interesting 


thea 
sal 


: people on the trains. But can’t they 


pe 


uade some scenario writer to 
out another “It Happened One 


Night” with a tourist coach angle? | 
vr? 

_ Lite insurance, says the Annual 

Message, is “Today’s harvest from 

, yest 


m lay’s foresight.” Not even the 
&INEC can object to that—or can it? 


. =U. 


a Savings account and get 
rl,” is the idea of the Bene- 
vings Fund, of Philadelphia. 
rebuttal for that intriguing 

‘, “He’s tall, dark and owns a 


vw, 
Louis certainly ought to be 
“a4 as to the proper way to 
a Pastoral call. 

Copy Cus. 
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Newsprint Price 
Holds; Coated 
Stock Up Slightly 


Publishers, Advertisers 
Watch Quotations as 
Rate Guide 


New York, Sept. 21.—Despite a 
heavy demand for both spot and 
short term deliveries, most paper 
manufacturers have advanced 
prices only slightly from pre-war 
quotations, with the exception of 
kraft paper and coated stock, it was 
learned here today. Newsprint 
prices will not be raised at least 
until the second quarter of 1940. 

Publishers, advertisers and agen- 
cies are keeping a close watch on 
the price trend in the paper market, 
remembering that price increases 
during the last war led to the 
necessity of increasing advertising 
rates. 

Newspaper publishers were re- 
assured when International Paper 
Company, whose price is generally | 


considered a guide for other pro-| 


ducers, announced that newsprint 
would continue to sell for $50 a ton 
throughout the first quarter of 1940. 
International’s announcement at 
this time was unusual, since quota- 
tions are usually made only a fort- 
night before each quarter. News- 
print Association of Canada added 
more assurance when it revealed 
last week that its mills are pre- 
pared to meet increasing demands, 
and that producers have pledged 
to abstain from profiteering. Dur- 
ing the world war, newsprint 
(Continued on Page 29) 


Chain Druggists 
See Fair Trade as 
Cigar Sales Spur 


New York, Sept. 21.—Strong sen- 
timent in favor of increasing the 
proportion of cigar brands which 
are sold under fair trade prices 
was voiced here at the convention 
of the Associated Chain Drug 


Stores, which ended _ yesterday. 
Delegates pointed to the low gross. 
profit and high operating expense | 
of maintaining cigar departments in 


drug stores as explanation of their | = 


stand in regard to fixing of prices. | 
This attitude was manifested in 
a spirited discussion from the floor, | 
following a talk by S. J. Besthoff, | 
Jr., vice-president of Katz & Best- 
hoff, Ltd., New Orleans, who enun- 
ciated some of the difficulties of 
selling cigars at a profit. 
Improved merchandising of 
cigars, emphasized during the con- 
vention, was also discussed by Le- 
roy Napier, cigar buyer for Skillern 
Drug Stores, Dallas. He exhibited 
samples of the advertising which | 
his company has used to improve 
its cigar business. A retail cigar | 
salesman outlined the reactions of 
salespeople to the cigar business, 
stressing the consumer attitude. 
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FROM CROP TO CUP 


MORE FAMILIES BUY AaP 
COPPER THAN ANY OTHER- 
THESE PRCTL RES SHOW WHY 


Ye 


The Great Atlantic & Pacific Tea Com- 
pany, admitting that its Eight O'Clock 
coffee is the national leader, tells why 
it's so good in a picture series scheduled 


for magazines, newspapers 


Page 6.) 


la Tue / 


and farm 
papers through Paris & Peart. (Story on 


Industrial Advertisers Push 
Progress in Copy Technique 


Advertising a 


Says Sociologist 


Advertising ‘Utterl 
Antiquated' 


of advertising as it is practiced t 


hind the march of scientific pr 
gress, Dr. Louis Wirth, professor 


Advertising Club today in 


advertising severely, not in t 


|with changing trends in society. 


fective now,” Dr. 


Armour Test Preps 


Perk for Push as 
Powdered Soap 


(Picture on Page 27) 
Chicago, Sept. 20.—Another en 


trant in the lively 4nd competitive 
granulated soap field was uncovered 
last week as Armour Soap Works 
launched a test campaign for Perk 


in five Midwest cities. 


Perk is this company’s first bid 
for the granulated soap business, 
although it has marketed several 
Large 
in the Morning 


laundry and toilet soaps. 
space insertions 
Star, Rockford, II1., 
product as one with 
gredients” 


heralded th 


with other leading brands. 


According to the copy, tests made 
similar conditions revealed 
inches of 
lather, as compared with two, three 


under 
that Perk produced 14 


(Continued on Page 27) 


“no lazy in- 
and used charts to show 
Perk’s lathering ability as compared 


tion of trying to sell something 
others that they have not alwa 
been able to sell successfully 

each other. 


ered useless in recent years by | Charles McDonough about 1,000 in- 
rapidly changing trends in the pop- cluding indus- 
| ulation, and in relation to ad-/|trial advertising executives and 


ago, are utterly antiquated. 
can be sure that any knowledge 
psychology you got in textboo 
bearing either on understanding 
market or understanding the art 
human motivation is no longer rel 
vant or truthful. You can throw 
all in the wastebasket.” 

e 


Basic Changes Take Place 


pletely obsolete or nearly so, he d 


(Continued on Page 28) 


Generation Behind, 


Calls Psychology of 


Chicago, Sept. 21.—The technique | 


day lags at least a generation be- 


sociology at the University of Chi- 
cago, told the Chicago Federated 


thoughtful address which criticized 


usual academic manner but be- 
cause, he said, it has not kept pace 


“What was effective advertising 
even 10 years ago is utterly inef- 
Wirth asserted. 
“Advertising men are in the posi- 


“Much psychology has been rend- 


| vertising, the precepts of psychol- 
ogy, as you learned them 10 years | 
You 


Many factors have been operating 
during the past decade to render es- 
tablished psychological beliefs and 
conceptions, as they apply to the 
practice of advertising, either com- 


clared. Chief among these, he as- 


Name McDonough Pres- 
ident at 19th Annual 
NIAA Conclave 


NIAA HIGHLIGHTS 
| Awards Presented for Editorial 


Achievements ............ Page |? 
Duffy Outlines Factors in Buy- 
ing Business Paper Space.. " 25 
Here and There With Adver- 
y tising Age Camera........ “ 26 
| Copy Testing Techniques Sub- 
ject of Analysis.......... ~ 
| Stresses Coordination of Ad- 
| vertising and Selling...... “26 
o-| Knisely Cites Industrial Adver- 
tising Progress in Decade.. " 27 


o- 
of 


New York, Sept. 22.—The rapid 
advances registered in the develop- 
ment of industrial advertising in 
recent years was dramatically il- 
lustrated here 
this week when 
leaders in the 
field from ell 
parts of the 
country gathered 
for the three-day 
19th annual con- 
vention of the 


a 


he 


t 
be National. Indus-. _ 
to trial Advéftisers’ ~ 


Association. Rea 
istration totaled 


,; agency and business paper repre- 
sentatives. 

Charles McDonough, Combustion 
Engineering Company, was elect¢d 
president of the association, suc- 
ceeding Stanley A. Knisely, Repub- 
lic Steel Corporation. Other officers 
were named as follows: 

Vice-presidents — Richard P. 
Dodds, Truscon Steel Company; 
Wm. D. Murphy, Sloan Valve Com- 
pany; Herbert V. Mercready, Mag- 
nus Chemical Company; E. J. Goes, 
The Koehring Company; Terry Mit- 

(Continued on Page 25) 
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Suit Calls Kuruks 
Good on Tom-Tom, 


Last Minute 


News Flashes 


Nejelski to Pepsodent: Swift Advances Beatty 


Chicago, Sept. 22.—Leo Nejelski has resigned as advertising man- 
ager of Swift & Co., effective Sept. 30, to join the Pepsodent Company 
Oct. 16. He will be succeeded by Vernon D. Beatty, who has been assistant 
Mr. Nejelski joined Swift in 1931, com- 
ing from Gardner Advertising Company, St. Louis, and became adver- 
Mr. Beatty was with Williams & Cunnyngham, 
and later conducted his own advertising business in Chicago. Mr. Nejel- 
ski will be assistant general manager and will work closely with Charles 


advertising manager of Swift. 


tising manager in 1934. 


Luckman, Pepsodent vice-president and general manager. 


Miami, Fla., 


‘Miami Prepares for Banner Tourist Season 
Sept. 22.—Looking forward to the heaviest influx of 
| vacationers since 1924, Miami and Miami Beach have increased their ad- | with Mr. 
vertising budgets 20 per cent, with an appropriation of about $200, 000 | 
for the two resorts. Copy will appear in 85 newspapers in Northern 
states, through Graydon E. Bevis agency. A $26,000,000 construction pro- 
gram, involving 49 new hotels and 3,000 private dwellings, is in progress. 


Triple Campaign to Spur Sunbeam Sales 


Chicago, 


magazines, 


pany is the agency. 


Sept. 23.—Sunbeam appliances of the Chicago Flexible 
Shaft Company will each draw the backing of heavy fall and winter 
campaigns, A. E. Widdifield, advertising manager, said today. Mixmaster 
copy will appear in seven major magazines; a new automatic toaster will 
be promoted in Life and The Saturday Evening Post, while these two | 
plus Collier’s and Esquire will be used for the Shavemaster | len. 
in three-month drives, starting with October issues. 


Perrin-Paus Com- | have not yet filed an answer to the 


Awtul as Singer 


New York, Sept. 21—A gentle- 
|man known as Kuruks Pahitu 
|found his name coupled with Gen- 
eral Foods Sales Company, Young 
& Rubicam and the Columbia 
Broadcasting system today when all 
were named defendants in a $50,- 
000 damage suit filed by Wesley L. 
Robertson, an Indian singer. 
Robertson alleges that Kuruks, 
his former friend and accompanist, 
' was wrongly introduced in a recent 
|““‘We, The People” broadcast as the 
|singer who entertained England’s 
King and Queen during their visit 
and Mrs. Franklin D. 
Roosevelt. Robertson says it was 
he who sang on that occasion and 
that Kuruks only played the tom- 
toms. He further claims that, on 
|the- “We, The People” broadcast, 
_Kuruks sang very poorly and thus, 
by reason of the allegedly incorrect 
introduction, damaged Mr. Robert- 
son’s reputation to the tune of . 
$50,000. 
Kuruks’ other name is Robert Al- 
He and the other defendants 


charges. 
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ADVERTISING AGE 


September 25, 1989 


Liquid Dentifrice 
Fight Accelerated 
by Colgate’s Cue 


Competitors Point to 
Preference Voted in 
Consumer Tests 


New York, Sept. 21.—Initial con- 
sumer advertising of Cue, Colgate- 
Palmolive-Peet Company’s new 
liquid dentifrice, will begin Oct. 21, 
it was learned here today. The 
product will be promoted on the 
“Gang Busters” radio show upon its 
return to the air after a summer va- 
cation. No other consumer medium 
will be used for the product this 
fan. The program will be heard 
over 63 stations of the Columbia 
Broadcasting System on Saturday 
from 8 to 8:30 p. m. 

Cue will be advertised as “the 
amazing new colloidal dental fluid.” 
Radio commercials will recommend 
the product as “the modern way to 
clean teeth, gums and mouth,” and 
will claim that Cue “attacks film,” 


| —— ——— ——————————— 


while other claims to be made are 
that it contains “no acid, grit or irri- 
tating abrasive,” that “it’s grand for 
gum massage,” and that it is “a 
marvelous breath-sweetener.” Since 
the radio program through which 
the product will be introduced to 
the public has a large juvenile au- 
dience, Cue will be promoted as 
“ideal for children.” 


Distribution in Progress 


Advertising to the trade has al- 
ready begun, and Colgate expects 
to achieve nationwide distribution 
by Oct. 21. First shipments to 
druggists are now being made. Cue 
is packaged in three sizes, selling 
for 10, 25 and 50 cents. 

Joining Procter & Gamble Com- 
pany’s Teel and Pepsodent Com- 
pany’s liquid dentifrice in what is 
rapidly becoming a highly competi- 
tive field, Colgate is already claim- 
ing consumer preference for Cue. 
Trade promotion by Colgate says 
that Cue has been “tested by hun- 
dreds of women,’ and that “Cue 
wins by a mile over all other den- 
tifrices.” 

Pepsodent, which this month is 
launching a magazine campaign for 
its entry, claims that Pepsodent 
liquid dentifrice was “preferred two 
to one over other brands” in cities 
where a test was made recently. 


P & G copy asserts that a door-to- 
door investigation in a typical city 
showed that “more of these people 
preferred this new marvel than all 
tooth pastes and powders com- 
bined.” Lord & Thomas handles 
Pepsodent advertising, H. W. Kastor 
& Sons Advertising Company that 
of Teel, and Benton & Bowles is 
Colgate’s agency. 


Decision Still Pending, 
Hearst Counsel Asserts 


A story in ADVERTISING AGE last 
week said that the Federal Trade 
Commission had denied a motion 
»y Isaac W. Digges, counsel fo) 
Good Housekeeping, to dismiss or 
completely amend the complaint 
filed by the FTC against the maga- 
zine. 

The story should have said Mr. 
Digges was denied an oral hearing 
mn his motion. Action on the mo- 
ion is still pending, with a decision 
»xpected within a few days. 


Delmege Changes 


Leslie Delmege, formerly with 
Gerst Advertising Agency, Cleve- 
land, has joined Campbell-Sanford 
Advertising Agency, Cleveland, as 
account executive. He will handle 
advertising for Lempco Products, 
Inc., Bedford, O., maker of automo- 
tive shop and machine tool equip- 
ment. 


never was OPPORTUNITY 


GREATER ror EXPORT 
than NOW! 


WIFTLY moving events in 

Europe have revised the 
world’s export picture. Nations 
on four continents not at war 
eagerly turn to American manu- 
facturers for products until re- 
cently bought from embroiled in- 
dustrial nations. Never was op- 
portunity for American exporters 
greater than TODAY! 


The present situation offers 
basic opportunities—for immedi- 
ate sales...for American manu- 
facturers to intrench themselves 
solidly for the future. Everybody 
recalls how the demand for Amer- 
ican manufactures zoomed dur- 
ing the last war...from 2 to 6 
times the pre-war average. More 
important — after the war, (from 
1920 to 1938), our share of world 
business was larger than before! 
In *BPIC’s opinion, history will 
repeat itself! 

Last year, among 17 Latin-Ameri- 
can nations, imports were: 

Total $1,700,000,000 100% 

From U.S.A. $557,000,000 = 32.6% 


From Germany $261,000,000 = 
15.4% 


From other nations: $882,000,000 
52.0% 


Latin-American imports from Ger- 
many have practically stopped. 
Other warring nations are divert- 
ing manpower and production ca- 
pacities to military needs. Ameri- 
can manufacturers have a new, 
wide open, easy-to-hit export tar- 
get double the size of last year’s 
sales to Latin America! 


On Tuesday, Sept. 5, alone, the 
first business day after the dec- 
laration of War, *BPIC received 
three urgent airmail letters — all 
from large Central American im- 
porters. 


i—asked to be put in touch with 
a manufacturer of industrial 
power equipment—3 to 200 
h.p. capacity. 


2—asked where to buy 45 million 
pounds of Portland Cement. 


3—wants to know which are the 
most important manufacturers 
of Diesel motors..."so that we 
will be able to deal with them.” 


By mail, by cable, by phone 
...overseas buyers on four con- 
tinents are asking *BPIC to help 
them locate American sources of 
supply. American manufacturers 


who go after this business first 


Send for International 
Confidential Bulletin 
No. 17 


Here is an estimate of what lies 
ahead for exporters during 1939 
—the first clear summary of im- 
pressions received and know!l- 
edge gained during the hectic 
period immediately following the 
declaration of war. Offers“A sug- 
gested course of action for ex- 
porters to follow.’’ Departments 
covered include: “Foreign Trade 
in a War Economy”; “‘War Risk 
Insurance Rates Key Problem’; 
“Shortened Terms for Old 
Trade”; “Improved Conditions 
South of the Rio Grande”; “ As- 
kimarks Less Than Expected”; 
“News from the Dominions.” 
Sent upon request. Send for your 
free copy of Bulletin *17 today. 


will GET THE FIRST ORDERS... 
and have the pick of distributors. 
Put up your signs where they'll 
be seen—read—believed! Adver- 
tise your exportables in one or 
more of the four *BPIC export 
publications. Each specializes — 
and stands preeminent—in the 
field it serves. We can be of help. 
Get in touch with your nearest 
*BPIC 
Never was opportunity greater 
for export than NOW! 


representative now .. 


INGENIERIA INTERNACIONAL 
EL AUTOMOVIL AMERICANO 
THE AMERICAN AUTOMOBILE 


(Overseas Edition) 
EL FARMACEUTICO 


“Business Publishers International Corporation 


330 WEST 42nd STREET © NEW YORK CITY 
BRANCH OFFICES — 16 So. Broad Street, Philadelphia; 1427 Statler Bldg., Park Square, 


Boston, Hanna Bldg., Cleveland, 520 N. Michigan Ave., 


Detroit, 68 Post St 
Rhodes-Haverty Bidg., Atlanta, Ga. 


, San Francisco; 517 North Beachwood Drive, 


Chicago; General Motors Bldg., 
Los Angeles; 1105 
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A KLEENEX PRODUCT 


7 HStY al 


NEW KLEENEX PRODUCT 


rhu tt Se LI 
Sor Women who Bay the Best 


A lot more comfort and satistacten 
pee Baan: gga: 


International Cellucotton Products Com- 
pany, after much experimentation, has 
begun newspaper advertising for Delsey, 


Lord 


a toilet tissue made of Kleenex. 
& Thomas is the agency. 


‘Economy’ Trend 


Inspires Ingenious 
Pall Mall Appeal 


New York, Sept. 21.—Recognition 
of an “economy psychology” among 
consumers this week brought into 
being a unique experiment by 
American Cigarette & Cigar Com- 
pany in the form of a new “king 
size” Pall Mall cigarette which, for 
the present will supplement rather 
than supplant the standard size. 
The familiar red package has been 
retained. 

The innovation is considered an- 
other in the series of moves regis- 
tered in recent weeks by cigarette 
advertisers, which have included 
price reductions, special premium 
offers and new copy appeals. The 
success of Riggio Tobacco Corpora- 
tion with its king size Regent brand, 
launched several months ago in a 
few test areas, is believed to have 
influenced the Pall Mall move. 

Being national in character, the 
Pall Mall experiment is being 
watched by the cigarette trade with 
more interest than the Regent ven- 
ture. If the long cigarette fails to 
find a market, American Cigarette 
can fall back upon its standard size. 


Tobacco Content the Same 


Both packs contain the same 
number of cigarettes, weigh the 
same and are priced at 15 cents plus 
the tax. The difference is that the 
kings, while longer, are thinner 
than the standard Pall Malls. Re- 
tailers this week reported that al- 
though many purchasers were ask- 
ing for the longer variety out of 
curiosity, the innovation seems to 
appeal more to women than to men. 

Executives at American Cigarette 
declared that no immediate promo- 
tion plans have been evolved for 
popularizing the “economy” pack- 
age, other than the “sponsored 
sampling,” which has been widely 
used in the past on Pall Malls. This 
consists of the free distribution of 
whole packages of the cigarettes by 
hotels at conventions, dinners and 
other functions. This method is 
employed at leading hostelries all 
over the country. 


To “Lubbock Times” 


Fred C. Lantz, formerly with the 
Houston Press, has joined the Daily 
Times, Lubbock, Tex., as advertis- 
manager. 


New Toilet Tissue 
Is Running Mate 


for Kleenex Line 


Chicago, Sept. 20.—Internationa]l 
Cellucotton Products Company, 
maker of Kotex and Kleenex, has 
launched a newspaper campaign for 
its newest product, Delsey toilet 
tissue, and may soon seek national 
distribution for this addition. 

Test copy is appearing weekly in 
the Cleveland News and Press on a 
schedule to run through October. 
Tests in other cities are expected 
to follow along with gradual ex- 
pansion of the market if present 
plans materialize. 

Delsey has actually been on the 
market for some time, but in a 
limited fashion and advertised only 
through package inserts in Kleenex 
cartons as told in ADVERTISING AGE. 
Sept. 19, 1938. At that time, L. E. 
Meyer, advertising manager, said 
that the tissue was being marketed 
as a quality product and that the 
response to the package inserts had 
been extremely favorable. It was 
offered then at nine rolls for $1. 


In Upper Price Class 


The advertised price now is some- 
what lower, three rolls being of- 
fered for 25 cents. This figure, 
however, is still above that usually 
asked for competitive products. 

The tissue is made of the same 
material as Kleenex, and this fac- 
tor is heavily stressed in copy offer- 
ing it as “A new Kleenex Product 
for Women Who Buy the Best.” 

Extra softness and double 
strength are also major copy ap- 
peals, as well as a money back 
guarantee. The purchaser is in- 
vited to buy three rolls and then, 
“if it isn’t everything we say it is 
—if it isn’t the softest, finest toilet 
paper you’ve ever used—return the 
two unused rolls and get all your 
money back.” 

Lord & Thomas is the agency. 


‘Collier’s’ Starts 
Educational Drive 


for Motorists 


New York, Sept. 21.— Based on 
the fact that the average American 
family spends more for the pur- 
chase and maintenance of its 
motor car than for any other single 
item, including food, but is given 
practically no information on the 
requirements of this costly machine, 
a “Preventive Service” campaign 
will be waged in the columns of 
Collier’s, the Crowell - Collier Pub- 
lishing Company announced at a 
series of meetings in various cities 
this week. 

The first of eight spreads will ap- 
year in Collier’s of Nov. 4, and 
others will follow at intervals of 
about a month. The initial adver- 
tisement will be headed, “How to 
get your car ready for winter,” and 
succeeding ones will discuss “How 
to start and stop your car in 
winter,” “This thing called safety,” 
“Condition the car for spring,” 
“Timely hints for summer touring,” 
“Motor reconditioning,” and 
“Trouble shooting.” 

Collier’s will spend about $200,000 
in promoting the “P. S.” campaign, 
as it is being called. The spreads 
to appear in its own pages will be 
reproduced as inserts in six lead- 
ing automotive publications. In 
addition, kits, to include mounted 
reprints, streamers and other ma- 
terials, will be sold as such or in 
part to manufacturers and their 
dealers for tie-in purposes. 


PRACTICAL BUILDER 


eweny oe 


» tabeted 


“One tiny corner worth 
hundreds of dollars” 


PRACTICAL BUILDER 


59 E. Van Buren St. 


R. J. Castle, Bantam, Conn. 


--. One of 


70.000 
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Advertisers, consequently, Find Greatest 
Effectiveness and Economy in the Medium that 
Penetrates and Remains in the Homes 


of Able-to-Buy Families — | 


Chicago's Home Newspaper is 
The Chicago Daily News 


Today’s alert and progressive women have made a sci- 
ence out of shopping. Executives that these women are 
(‘“Directors of Households,” if you please! ), actively 
engaged in managing their homes and participating in 
community activities, they take particular care to plan 
and buy with efficiency. 

These women look to the newspapers to serve them 
— with news and features and buying ideas. 

Here in the nation’s second richest market, The 
Chicago Daily News does exactly that. Published in 
the evening, it is read with leisure in the homes. It is 
of interest and value to every member of the family. 
It is complete and clean and accurate. 

The experience of advertisers themselves indicates 
the productiveness of this medium: The Chicago Daily 
News carries more Total Display, more General, more 
Retail, more Department Store and more Grocery 
Advertising than any other newspaper in Chicago— 
morning, evening or Sunday.* 

This newspaper gets results because it more than 
measures up to today’s publishing requirements. It has 
influence and it has power. esis: Midge tin 
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THE CHICAGO DAILY NEWS ....7.... 


greater Home Coverage of Able- 


Chicago’s H 0 M E Newspaper to-Buy families than any other 


daily newspaper in Chicago. Its 


WITH THE MOST VALUABLE CIRCULATION IN THE CITY circulation, penetrating every 


section of the city and suburbs, 


DAILY NEWS PLAZA, 400 West Madison Street, CHICAGO exactly parallels purchasing 


NEW YORK OFFICE: 9 Rockefeller Plaza + DETROIT OFFICE: 4-119 General Motors Building 


SAN FRANCISCO OFFICE: Hobart Building 


power. Over 1,000,000 per- 
sons among 430,000 families 
regularly read this newspaper. 
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IN EIGHTH TERM 


'for use in non-competitive items. la ready market as a substitute for 
| Elastic glass, a spokesman for | leather, particularly in view of ris- | 
this company said, is a _ tested,|ing leather prices brought on by | 
proven material being regularly|the war. It is described as a trans- | 


Elastic Glass Makes 
If f) b f |produced by one of the country’s | parent glass that bends and| 
.) e 1 as |\largest corporations, the name of | stretches, yielding comfortably to} 
which was withheld. It is the re-| body pressures and then easing | 
- 
Science Marches On 
alcohol-proof, easily cleanable and 
Men's Wear: National “EFlasti-Glass” in a color page in|scuff or crack. Like other glass, it} 
' 
|to stimulate dealer interest. Fur-|or plain. 


sult of much experimentation and | back to its exact original shape. It| 
| foreign patents. 
does not support combustion. It is| 
‘the December Esquire. A_ color|is chemically inert and does not de- 
Campaign Planned 


is fully protected by American and|is water-proof, perspiration-proof, | 

° It will be advertised by Buchs- | 
To Be Used First In| baum under the trade name of|tough and durable and does not 
|page in Apparel Arts is being used | teriorate. It can be made in color} 


'ther copy in Esquire and newspa-| It is not advanced 


P as a cheap| 
(Picture on Page 31) P 


today accented the swift march of 
technology in announcing that 
this company had acquired ex- 
clusive distributorship for elastic 
glass, a product heralded as one 
whose commercial potentiality 
would rival that achieved by cello- 
phane. 

Buchsbaum will advertise and 
use elastic glass as an integra] part 
of the products it now makes, such 
as belts, braces, garters and other 


mass production techniques. 

uct in their respective lines are also} Irving J. Rosenbloom Advertis- | 
expected to devote advertising at- ing Agency handles the Buchsbaum | 
tention to the development. Buchs- account. | 


|baum is chiefly interested in the - 
-use of the product as it applies to Cunningham is Butler's 
> - H } . 
| its own line. Board Ch an 
First National Copy Frank S. Cunningham, president | 
The copy in Esquire is the first | of Butler Brothers, Chicago, has | 


sed by th any and is its first |been named chairman of the board. | 
sci oN ‘weld te own brand | Thomas B. Freeman, formerly ard Fastman Kodak 
Plans Drive for 


name, although it has been selling | of Scott-Burr Stores Corporation, a | 
Night Snapshots 


men’s accessories. Future use of : ' Butler subsidiary, succeeds him as 
the product will be more wide-| merchandise to the mail order com- | president. 
spread, however, inasmuch as the|panies and other large outlets for Cecil D. Southward has been ap- 
Rochester, N. Y., Sept. 21.—With 
szabor Day, one of the biggest pic- 
| ure days of the year already his- 


company has permission to make it |many years. pointed vice-president and director 

available to other manufacturers} Elastic glass is expected to find | of sales. 
tory, Eastman Kodak Company has 
‘turned its attention to stimulating 


, fall and winter interest of amateur 
| photographers through a “snap- 
shots-at-night” promotion program. 

Eastman will rely chiefly upon 
magazine copy and dealer display, 
|it was indicated. Initial copy will 
|be full pages in Mechanix Illus- 
| trated, Popular Mechanics and Pop- 
ular Science. Other copy will ap- 
pear in October and November is- 
sues of Collier’s and The Saturday 
Evening Post. 

Copy and _ instruction leaflets 
javailable in dealer displays point 
out that with Eastman’s Super XX 
film and a couple of photoflood 
bulbs, night snapshots can be made 
with any camera, even the simplest 
box type. A complete kit, contain- 
|ing bulbs and reflectors, is offered 


|quire permission to use the prod- 


_ pier 'per copy, placed cooperatively | product, being comparable in price | 
Chicago, Sept. 21.—S. Buchsbaum | tough dealers, is planned. to the current figure for leather. | 
& Co., maker of men’s furnishings, Other manufacturers who ac-| However, it is more adaptable "| 


William B. Warner 


Barn Dance Eddie and Tea Time Susie 
Merrymakers De Luxe to $750,182,000! 


‘Werner Re-elected. 
President of 
Publishers’ Group 


Skytop, Pa., Sept. 19.——-William 
B. Warner, president of the McCall 
Corporation, was re-elected presi- 
dent of the National Publishers’ As- 
sociation, holding its annual con- 
vention here today, thus starting 
his eighth term. Other officers 
were also re-elected, as follows: 

Walter D. Fuller, Curtis Publish- 
ing Company, and Mason Britton, 
McGraw-Hill Publishing Company, 
vice-presidents; Francis L. Wurz- 
burg, Conde Nast Publications, sec- 
retary; Arthur S. Moore, Hearst 
Magazines, Inc, treasurer. 

Graham Patterson, Farm Journal 
and Farmer’s Wife was elected a 
director to succeed the late P. E. 
Ward, of the same publication. Di- 
rectors whose terms expired were 
re-elected as follows: J. H. Moore, 
Robbins Publishing Company; 
Marco Morrow, Capper Publica- 
tions; Merle Thorpe, Nation’s Busi- 
ness; N. L. Wallace, Time, Inc. 

Godfrey Hammond, Popular Sci- 
ence Monthly, was elected a direc- 
tor to fill a vacancy on the board. 


McDaniel Joins Trommer 


T. B. McDaniel, for the past 12 
years in district sales capacities 
with Anheuser-Busch, Inc., St. 
Louis, has joined John F. Trommer, 
Inc., Brooklyn, as assistant to the 
general manager. 


Rohr Alarm to Rosenberg 


Universal Alarm Corporation, 
New York, has named Arthur Ro- 
senberg Company, New York, to di- 
rect advertising of its Rohr burglar 
and fire alarm lock. 


for 75 cents. Accompanying in- 
structions make it easy for even the 
inexperienced to do the job cor- 
rectly. 

This campaign will be in addi- 
tion to Eastman’s regular advertis- 
ing on its film, cameras and other 


accessories. 


Genial Uncle Eddie McKean MC's the 
rootin tootin Son of a Gun known out 


TEA TIME SUSIE highlights the daily “Tea Time Jamboree’’ with popular comedy skits, 
augmented by the 1l-piece Merrymakers Orchestra, audience participation in a studio quiz | 
and variety talent. A KFH institution of long standing, the Jamboree puts up the S. R. O. | 
sign every afternoon. 


Kansas way as the big KFH Barn Dance 
Frolic. More than 160.000 people have 
paid over $15,000 to see the KFH gang go 
to town since January of this year. 


Take 70% of the effective buying income of 
Kansas, add 20% of Oklahoma’s and you get 
750,182,000, which is a lot of money. But all 
those people spending all that money live right. 
in the logical daytime coverage Airea of KFH. 


All that still means nothing, however. until 
they're brought in as listeners. Here at KFH we | 
like to “give-“em-what-they-like.” Plenty of news. 
large helpings of sports, barn dance frolies, music 
(old and new), drama. and = sure-fire variety 
shows featuring characters they know and love. 
Knowing our audiences and pleasing them day in) 


““Give-’em-what-they-like” 
Programming Wins and 
Holds Audience for KFH. 
292,421 Radio Homes Are 
in This Big KFH AIREA! 


Vv 


Map shows coverage to the .1MV/M line. 


— 


Order an ADVANCE! 


into this MOST FRUITFUL SALES TERRITORY 


Do You Kn OW the farmer is enjoying big 
crops and favorable prices?—that this is the heart 
of the nation’s breadbasket ? 


Do You Know the Farm Implement industry 
faces a tremendous buying surge ?—and that this is 
the home of John Deere, International Harvester. 
J. I. Case and Minneapolis-Moline ? 


Do You Know that the government defense 


program involves millions of dollars and increased 


; . ayrolls?—. is is 
a rs latree O and day out is a formula that has clicked for us a ag ee there Hoga a ee ee ee 
y; and a large and growing list of accounts. Here's a : 
.< wealthy buying market you can't reach via radio ie walla ta tell - » Tih 
; . yo age dollars at this grea ri-Cities 
MANHATTAN @ “ARE NC. —s without market. Four dailies cover the entire area. Argus- 
oidaie TOPEKA@® } Dispatch 9 out of every 10 home coverage blankets 
i - . ’ s bd the MOST IMPORTANT PART OF THIS The 
K AWN & A & i That Selling Station for KANSAS MARKET. Ur. ; 
 emPoRA | WRITE TODAY rh 
HUTCHINSON® “EWTO ‘ piel Neat Group 
e j | for “The Tri-Cities—A Market Worth Looking Into.” 
WICHITA i \ “MUST” Market by every test. 
@ PRATT ; _@ CHANUTE i 
ee ARKANSAS C iTV, COFFEYMALE soul & Member of she Hitnels Markets 
PONCA CITY» ° , LARGEST 
om ENIDe neicemie L-. MARKET 
i “~~. t| WICHITA: 
; OKLAHOMA } , : | 
Gienn OD Gillett Field Strength Survey—1939 


CBS ¢ 5000 DAY « 1000 NIGHT « CALL ANY EDWARD PETRY OFFICE 


New York 


Nat'l Rep. The Allen-Klapp-Frazier Co. 


Chicago Detroit 
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Ss... a little thin? The hair tonic business in New 


York can show you how to make them grow. 


THE FACTS*: 80% of the hair tonic business done by New 
York City retail drug stores is done among 54% of the city's 
families, those in the upper and middle income brackets. 
1000 upper income families sp¢nd $87.27 a week for hair 
tonic (computed at list prices), 1000 middle income families 
spend $45.38, 1000 low income families spend $18.33... 
Upper income families are the heaviest buyers of the large 


sizes; low income families the heaviest buyers of dime sizes. 


WHAT THEY PROVE: Just as do similar facts about numerous 
other products, these facts show that upper income families 
are a volume market for advertised goods. Served by fewer 
outlets, responding more readily to advertising, these families 


are the most profitable volume market you can sell, whatever 
it is you're trying to sell. 


WHAT TO DO ABOUT IT: Advertise in The New York Times, 
because The Times concentrates your advertising among these 
families, so that your advertising can concentrate on profit- 
able volume selling. 


The New Hork imes 


“ALL THE NEWS THAT'S FIT TO PRINT" 


* From a study just made by our Market Research Department, 
copies of which are available to interested executives upon request. 
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New Plymouth 
Line Gets Backing 
of Peak Campaign 


(Picture on Page 31) 


Detroit, Sept. 21.—Plymouth di- 
vision of Chrysler Corporation 
will launch the largest campaign in 
company history next week for its 
1940 models, according to plans 
revealed here today by W. W. Ro- 
maine, director of advertising and 
sales promotion. 

Magazines, newspapers, rotogra- 
vure and farm papers will tell the 
public of the “new luxury” ride of- 
fered by the Plymouth and will 


| emphasize that the new models 
|“upset all previous concepts of 
| style, roominess and luxury avail- 
able in the low price field.” 

Mr. Romaine emphasized the 
scope of the Plymouth drive in as- 
serting that more than 90 per cent 
of all daily newspaper circulation 
will be covered by this phase of 
the program. Large space inser- 
tions will be the rule, both in news 
sections and in rotogravure copy. 

To Use Magazines 

Paralleling the newspaper copy 
will be a_ schedule in national 
weekly and monthly magazines, 
national, sectional and state farm 
papers. Magazine copy breaks 
Sept. 27. 

New prices for the Roadking 


series, announced today, are as) 
follows: Coupe, $645; two-door 
touring sedan, $699, and the four- 
door sedan, $740, all delivered in 
Detroit. The DeLuxe series ranges 
from $725 for the coupe to $805 for 
the four-door sedan, also as deliv- 
ered in Detroit. 

J. Stirling Getchell is 
Plymouth agency. 


the 


Vredenburgh to Seaman 
Milton Seaman, a specialist on 
advertising legislation, has joined 
Vredenburgh - Kennedy Company, 
New York. He will have charge of 
the agency’s relations with food, 
drug and cosmetic manufacturers. 


Consumer-Retailer 
Council to Meet 


The second annual dinner of the 
Nationa] Consumer-Retailer Coun- 
cit will be held at the Hotel Astor, 
New York, Oct. 24, with a program 
embodying a discussion of national 
as well as retail advertising. 

Feminine leaders from leading 
consumer groups and advertising 
representatives will present their 
respective viewpoints. Reservations 
may be made through the Council’s 
office, 8 West 40 street, New York. 


Thomas Appointed 

Donald A. Thomas, Larkin Com- 
pany, has been appointed general 
chairman of the Advertising Affilia- 
tion convention to be held in Buffalo 
next May. 
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MORE readers than 


any National Magazine! 


Into more Dallas homes than any national magazine goes The 
Family Circle .. . 79% more than any national weekly .. . 118% 


more than any woman’s service magazine! 


In these 
Dallas is only one of many such cities. In each of 146 cities 


more families read The Family Circle every week than read any 


cities of 100,000 population or 


more, The Family Circle goes into more 
homes than any national magazine. 


Cleveland Richmond 
P P Dallas Sacramento 
national magazine... weekly or monthly. ~<a Salt Lake City 
El Paso San Diego 
Fort Worth San Francisco 
is , . Little Rock Seattle 
That’s important . . . doubly important if you sell a product a Osklend elias 
x housewife can use ... because each one of FC’s 1,400,000 is a Cuishome City Seoome 
ie Omaha Tulsa 
Naty eo P , Philadelphia Washington 
42 housewife-shopper . . . each one an active customer ... each Portland, Ore. Wilningion 


one a potential buyer of your product. 


- Circulations of leading magazines in 

wl Only $2800 a page . . . to reach 1,400,000 FC enthusiasts. . . every chave 28 cities 
; ; THE FAMILY CIRCLE 505,550 

one a reader by choice . . . in your best markets. Women's Service Magazines 
Ladies’ Home Journal 250,410 
Woman's Home Companion 244,990 
= THE FAMILY CIRCLE = &: saat 
ant 7 Good Housekeeping 208,667 
:s Weekly Magazines 

“Every reader a customer” S Liberty 308,700 
Saturday Evening Post 295,817 
‘NEW YORK CHICAGO SAN FRANCISCO Collier's 246,305 


a . a .” ; 


A GERM KILLER 


HAVE YOU 


stantly any place you happen to 
be? That's Lorals! 

“Tests prove they kill at 
least 90% of the bacteria in 
your mouth in three minutes, 
and as you go on chewing, 


American Chicle Company is using this 
newspaper copy for Lorals, a product 
described as “a prophylactic gum for 
mouth hygiene,” and potent enough to 
kill at least 99 per cent of the bacteria 
in your mouth in three minutes. Badger 
& Browning & Hersey is the agency. 


Po ularity of | 
A&P Coffees Is 


Campaign Theme 


(Picture on Page 1) 

New York, Sept. 20.—Emphasiz- 
ing that control of every operation 
until the coffee is ground in front 
of the consumers’ eyes has resulted 
in such palatable products that one 
of every seven consumers now calls 
for Eight O’clock, Red Circle or 
Bokar, Great Atlantic & Pacific Tea 
Company has launched a heavy 
newspaper and farm paper cam- 
paign, with one magazine on the 
schedule. 

Short copy with extensive photo- 
graphic material will trace A&P’s 


entire coffee operations from its 
direct buying facilities in Brazil, 
through the company’s roasting 


plants to the stores where the final 
grinding is done at the last minute 
tc insure finest flavor. The economy 
appeal will also come in for atten- 
tion, with claims of “savings up to 
ten cents a pound.” 

A major part of the appropriation 
will go to a list of 250 newspapers, 
divided into primary and secondary 
markets. The former will receive 
900-line copy every other week, the 
latter the same schedule of 600 
lines. 

Eighteen farm papers will get 
300-line copy on regular schedules. 
All are state or sectional publica- 
tions, selected for intensive coverage 
of areas where A&P distribution is 
most complete. In addition, a dou- 
ble truck in color will appear in 
Life of Sept. 25, to be followed by 
a series of pages in black and white. 
Paris & Peart is the agency. 


KAUFMANN & FABRY CO 


TELEPHONE * 


HARRISON 3135 


me 


i 


Pe ee 


N ' 


i feet oe ‘ 2: <¥ A ee aps By cas ee ~ hia : Pi Me VETS... ye one ms s ES fas : ivi, 5 Be 3 ae 
ae ’ , , ‘ 7, j : 7 ’ ; : es 4 rite ; 4 7 3 : rate an eetnad i Ae = ene re > aay « gfteca ; 2 
edi. 
a 
an. a a eS 
— 
‘ = ¥ | rs 
a a ___—- (47. y Em. © They're New : 
yy © They're Candy-Coated Cum 
ts - 4 |? @ They're a Mouth Antiseptic 
es | @ They're a Grand Breath Corrector m 
, @ They're Amasingly Convenient 
ZI : “Can you imaginé s mouth anti- they have a dandy opportunity 
% | septic you cam tuck im your to destroy el! the bacteria 
BS | pocket and use easily and in- present. 
ei “Lorals purify your breath, | 
oe too. They destroy even traces of 
me ; ee oo eee onions, alcohol or tobacce on 
oer your breath. 
a * wary = Ma fey oo " «’ : oR 86 ? “Try them! They're really « 
7 ‘Mie —T katy cg = mies : nt 4 oe tee —" . + aes. 1 a = } ; ll is: ’ ; ? ° a ¥ en find!” 
i _ Fs A “ ~- —— ‘ | i a uM Be’ ie i - ; nr x ~ . - . x “ 
a ne eee , fest sos + 2. ae a, on ne th r Ae agAM 
: t ov: =. m8 aenee om of 2 rr af vy +E oe . Hi * h ‘tena. ee - -, 2 _—-. = TF 
me , te ee pa tT > + wr, | i Sa” Ginny, Cette es aie sey SS oS he . 
[3 | ¢ , am! a ges ai a og aan os = . ies a ' KZ ike” «Aap ge ta ¢ . ; a * : 
- om eee ee A: td, rh ee ee oe tae ee, 888 4 ae a a we up foe voate MEBED 
— ie ——— : t \ / « ts | eee ° ae 4 oe a « ie a proprvsactee &© 
bid pal ne — toe , : : _- = " ” ‘ * ee . tes 
~ F¢ a * ae oe id iS «, Ee rf Le 4 - st ant ti 
| si a. Qe +> ues fine 
=" —— a - ; a “a x - » ae “+ 4 ~ ee Oe ° — eRe ‘ ae om . } 
’ od, ; ay ; > gong ee + sat pe pe 2 eT ee he i . . 
Baek ™% eo * ane = Sea, j # + if ‘ a +e YY Siig ae “> Vv 
ie , + < > ori POBas 1' "ss ft il: me < with 2 eee ei Te. . 
a , ‘ ’ 7 Me a ut Th ’ . f ; 2 lial a : * ¥ eae ~~ fae» oo ry. é 
5 Bere es i a. 
ag ey : Ps *.* - 4 . . ae “ Mowe oe fa i 
7 - t=. ge —" P { " ‘ch ; <A ME tee nay ~ i ee Pas ~ ; $ “s ~ >on es ho i” 4 ion” 
’ ; a : - ~~ ‘ ‘ _s . “ : ® a : 
“he — a oh cotal + ek Tene ae - Oa Tr | Tete. ‘Se 
” ico: a i,t git "had 98 tay 08 “ow a, Ae : "eae “¢ @ ee , = if 
Mere See acl eae MOF 08 40 4, tt at ts e. ae. co _ ithe, a = ie si _ 
Oe fe. al Mins “© f i. ere oe a oa ’ 
_— as » a -~ “on uM wee Pf ' HS teen es | : im ai oe 
¥ te ia’ i. vet Dies List: =< Hid or | | 
"a F. ” tee) ~ ee pon es ce "Stay .u Pa rr. a og * eas Ss " " ‘ agg be s. § 
: ae J - gay” ~ Pe op, 
oo A) : ned tt « y Nim Mei -—" try tit of ~ he aa. / 
~ it — ' : ie HEH hia . a “ty 
_ « 7 4) Bras 5 rn mn) ‘ aie é. j. , ‘ Bn) “~f See ak , 
en , eany 92: is et tty | oe : . ee } 
sip wet ae ae SY ies i lis ———— 
as Ge OTe - i >see ~<a 7 “a? ‘ {te © lle 
Sues id oi UW, i ~* x se i fem = 
Pee eur Et th | te ee a= =e wait ‘ /.¢2 , ; 
7, 285 Te 4 LP er Tr oc on, © » i Show, ** Say — ree 1s q ; “a @e ®e « ; 
= . - 4 : j A i n 8 . s ® . 
AP sear a LAT 4 “ee J. er ity 6 ce te gt Be wy Tt =" MS & yee 8 oe f ty las ieee 
eae 1 4 Meat! taf ee a Sy ony & ~ a a = a an te +4 a Gene ts *"e 09 ~ u " ae | 
Be ia oat 14 hee ei a, - ' APs " - Se oT a 'e Be vw Seay: oan “4 
ah ' — fat ya ~ al es ts . pe - ~ te a rene vs) " - ; 44m ay 83 as ba he = es ae i 
el ee Ae ; % pon 2 —— ’ j ‘ aa Daihen | 
+ — , ee at 3S ty ST ee = ae ‘aa at "88 Sere Pig, ; 
he i if ’ ene . Oe ag he, he < "8. St es ". as 2 nates al 
_ RBS se SP ee Be tate ae St AZ re ~ "8 as _ 39 “| 5 
a - : : >» a . a: aeiks 
. 4 aj ‘e ae #4 v5 a” af 
ie ° , » 4 . ~ *. 4 . Pe) i” a) Lf as as iT] 1 ity 
7 it > a ae : ee ae a a. 8 « iy 
ie es” | ia >) | . ’ , rn %é « 4 ‘ : 7%, . "as « 7 ae 4 
sib Se P =. ae ee “Sta “es f 
a af ad <llaaae oe. Ce Lone re - = we po ‘ 7 4, tag ry aa «3 t J f os 
ie 5s pe. “ eee te i a “ 2 ~ Ae enue 95 a 5° as ‘ Fi” 
iis oe ee ; : ‘a ii aes is ne / “ we: ' “ : ; Pe ¢ & . 
: i. or | a o eu og | Sa a Pea. o. , » A a ve ny a a z 2 Hy t ‘ " “a 4g a a . * 4 
-, : . “ Se 
Medi. ’ 
S at i . 
ae ‘ - 
rer | 
alge as j ™ 
: a 4 Sate _ 5 
a : & Sh et j 
4 | a » - : & é 3, e 
-—. > ke ; he ae F r 
ao ’ < ~ 
i Aad 2 j ee J | 
7 / BaP a 
: , f j ~~ . } | 
cd é : ! a i 
: a a = * Ridin: ble s ’ ; 
aglie " t 
rs 
ae mn eee | 
ey 
—:—_—_—_—= ———— 
; iF . 
ind $ 
al 
. & « 
P { 
| 6h 
ee a “4 | é 
. ~~ ; 
, a 425 S. WABASH AVE. + CHICAGO 
Ribas a ee . 
Wares 
ri “7 o 7 . . 
a _# < ee 2 = Se Ss ee % ; . P 
: ‘ y vans . A , a 2 $ 4 7 F - ; : 4 ‘ ‘ f a , 
: : , : ae yet os 


September 25, 1939 ADVERTISING AGE 


7 


4 ae en ~ 5 % oe Sy 3 iad 
eae z aie ' 2 ie 
re oh , 4 Be: tha 
{ ees ee. 
e ; oe. rare 
j ‘ a Tigh’ 
4 d ae 2a * 
a 2 =. ae 
.) “te 
Ss 


fad Tie. ae 


Mf, seven weeks, an editorial page 


/ campaign for Neutrality... brought requests for some 350,000 
windshield stickers, sold 100,000 automobile tags at 5¢ apiece 
. a Significant instance of the reader influence of this 


‘newspaper ... and of the reader affluence of its circulation! (in 


| terms of car ownership) .. . A newspaper that can sell a worthy 


Issue in a big way to this big market. ..can sell a worthy 


product! ... And does—at a very low cost!... Investigate! 


new york Journal-/\merican 


Nationally represented by: RODNEY E. BOONE ORGANIZATION. .. with offices in 


New York « Chicago + Detroit - Philadelphia - Pittsburgh - Boston - Baltimore + Atlanta - San Francisco + Los Angeles + Seattle 
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Restrictions Off | 
‘Lindbergh Line’ 


| 
| 


in TWA Advertising — 


Company Also Tells 
Story of Classroom in 


the Sky 


Kansas City, Mo., Sept. 21.—“The 
Lindbergh Line’ made an unosten- 
tatious return in advertising of 
Transcontinental & Western Air, 
Inc., this week, as a symbol of the 
company’s belief that the American 
public has forgiven Charles A. 
Lindbergh for his alleged associa- 
tions abroad. The slogan was de- 
leted from advertising last Decem- 
ber, but it has appeared without in- 
terruption on the company’s planes. 

Col. Lindbergh’s unparalleled pop- 
ularity as the first to bridge the At- 
lantic ocean by air declined sharply 
when he returned from abroad last 
year with a medal conferred upon 


Chicago Tribune of Sept. 19 and the | 
New York Times of Sept. 20, mark- 
ing a change of pace from the re- 
cent “Airline Run by Fliers” copy. 
The latter has featured high execu- 
tives of the company, including 
President Jack Frye, who appeared 
to be as much at ease at the con- 
trols of a big plane as at his glass- 
topped desk. 


Has Universal Appeal 


Though Advertising Manager J. 
C. Roberts said that this copy is 
designed to win the air tyro over) 
to the ether lanes, the most recent | 
full page, headed, “Classroom in| 
the Sky” was even more striking | 
in its universal appeal. The illus- | 
tration pictured a group of happy 
children leaving a plane and the | 
text related an experiment of which 
few members of the general public 
have been aware: 

“These are the boys and girls of 
Albuquerque coming from their 
first flight—enthusiastic youngsters 
leaving their flying classroom. They 
and their parents can tell you about 
TWA and flying. 

“They have been students in the 
TWA National Air Youth Project, 
designed to answer Young Ameri- 


him by the Hitler government. 
The slogan made its advertising 
reappearance in full pages in the 


= seeking increased sales this fall and winter 


could hardly wish for a 
presented by the Detroit Ma 


Consider these important facts: 


@ Businese is good in Detroit and growing better. 
Near-record gains over 1938 have been scored thus 
far in 1939 in nearly all major classifications of 


business. 


@ According to the U. S. 
1937, Detroit is the greatest industrial center in the 
world, paying higher factory wages than any other | 


part of the globe! 


@ The automobile industry is geared up for big pro- | 
duction, the 1940 models are rolling off assembly 
lines. A steady increase in employment is anticipated. 


@ With new models already accorded enthusiastic 
reception and with business improvement general in 
Detroit, automobile dealers and manufacturers alike | 


expect good business for 


With these and many other important factors contributing 
substantially to Detroit’s prosperity, advertisers are af- 


forded one of the largest and 


for fall and winter sales. Try a test campaign in Detroit 


now. Concentrate your sales 


THE HOME NEWSPAPER 


troit News has the largest city and trading area circulation 
of any Detroit newspaper and, alone, reaches more than 
63% of ALL Detroit homes taking any weekday newspaper 


regularly. Its entire city 


DELIVERED! 


ca’s thirst for knowledge of avia- 
After schooling them for a 
in elementary aeronautics, 


| tion. 
| week 


Detroiters Get More 
Money to Spend 


ll. 


greater opportunity than is 
rket and The Detroit News. 


— 


Census of Manufacturers, 


months to come. 


—— 


most fertile fields in America 


effort in The Detroit News, 
OF DETROITERS. The De- 


circulation is 76% HOME 


center in the world, paying factory 
Wages higher than in any other part 
of the globe. 


from the array of statistical data 
assembled by the United States De- 
partment of Commerce in its most 
recent Census of 
that taken in 1937. The census is 
taken every odd year. 


released. John R. Stewart. statisti- 
cian of 


Commerce, pointed out Saturday: 
supremacy, Detroit is tops. 


inter-city 
whether its number of wage-earners. 
total wages. value of manufactured |* 
Products, values added by the man-|hi 
ufacturing process or some other 
measure of manufacturing activity, 
Detroit, on a per capita basis, leads 
all competing cities by a substantial 


Was taken, had 2,451 establishments 
employing an average of 406,882 
wage earners who were paid a total 
Of $648,515,000 in wages annually to 
Produce’ products valued in 1937 at 
$3,409,351,000, 


was $1,623, 
wage paid was $1,594, approached 
only by Pittsburgh with $1,532 paid/t 
its workers, In all the’ other in- | 54 
dustrial areas in the United States, 


the average annual wa h 
ge was ; 

the $1,500 mark — n 
Another striking fact is th w 

at of 

the entire 33 industrial areas, the 
Census of Manufactures shows only 
Detroit and Wheeling, 


PIGSKIN PARADE INSPIRES ESSO FALL POSTER 


GASOLINE 
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Although the world series isn't over yet, football is definitely on the way and artist Howard Scott has neatly capitalized 
upon interest in this sport in creating this fall poster for the Standard Oil Company of New Jersey and its Esso gasoline. 
Strobridge Lithographing Company handled the production. 


TWA took 1,744 Albuquerque high 
school students and 80 teachers for 
educational flights in a regular 
TWA Skyliner. 

“Equipped with earphones, each 
of these young people and their 
teachers followed the efficient, split- 
second procedure of the TWA 


Wage Level 
in Detroit 
Tops Field 


Rating Is Based on 
Census Data 


Detroit is the greatest industrial 


This indispntable fact stands out 


Manufacturers, 


In an analysis of the report, just 


the Detrcit Board of 


“By every yardstick of industrial 


“Whatever the basis on which ’ 
comparisons are made, 


margin.” 
648 MILLIONS IN WAGES fra 


Detroit, at the time the census — 
rs) 


The value of products per capita 
The average annual 


West Va. 


The Detroit News 


THE HOME NEWSPAPER 


pilots, radio men and technicians 
during the flights. A TWA instruc- 
tor explained every phase of the 
flight in detail. It was literally a 
classroom in the sky. 

“This TWA project—the first of 
its kind in the United States—met 
with immediate success. From these 
Albuquerque youngsters, their par- 
ents and teachers, we _ received 
many letters of appreciation—hon- 
est letters that give a true an- 


'swer to the question, ‘What’s it like 
| to fly?’ 
| “One boy writes, ‘It was even 
| smoother than our family ear” A 
girl writes, ‘We were up 7,000 feet, 
flying 180 miles an hour—yet I felt 
no sensation of height or speed.’ 

“Parents were enthusiastic. Prac- 
tically all of them now want to fly. 
They learned about air travel from 
their own children.” 

The account is handled by J. 
Stirling Getchell, Inc. 


Biggest Exhibit 
of Insurance Copy 
Set for Chicago 


Chicago, Sept. 22.—The most 
comprehensive exhibit of insurance 
advertising ever assembled, total- 
ing some 4,000 entries in 25 classifi- 
cations, will be a major highlight 
of the ninth annual Mutual Insur- 
ance Advertising-Sales Conference 
here, Oct. 2-5. 

This conference will be held in 
conjunction with annual conven- 


J. Buckley, president of Buckley, 
Dement & Co.; 
Ruthrauff & Ryan, and Dr. Samuel 
N. Stevens, of Northwestern Uni- 
versity. 


L. R. Northrup, 


Others, equally well known in 


advertising, will be major speakers 
on the conference program. They 


include Gene Flack, trade relations 
counsel for Loose-Wiles Biscuit 
Company; Vernon Myers of Look; 
E. R. Richer, advertising director of 
Hart, Schaffner & Marx, and R. A. 


Boushor, sales manager of the 
Hardware Mutual Insurance Com- 
pany. 


Mr. Myers will tell of Look’s re- 
cently developed “Eye camera,” 
used to determine reader interest in 
printed pages, while Mr. Richer 
will outline the steps involved in 
planning a complete advertising 
campaign. Meetings will be held in 
the Hotel Stevens. 


INSURANCE AD CHIEFS 
PLAN NEW YORK MEET 

New York, Sept. 22.—Final plans 
are being completed for the Insur- 
ance Advertising Conference to be 
held at the Hotel Pennsylvania here 
Oct. 1-3, it was announced today. 

“Tomorrow’s Insurance Advertis- 
ing and Sales Promotion” has been 
selected as the theme of the meet- 
ing which will be addressed by 
several luminaries from the adver- 
tising profession, although names 
of all the speakers have not yet 
been disclosed. 

David C. Gibson, vice-president 
of the Maryland Casualty Com- 
pany, is chairman of the program 


tions of the National Association of 
| Mutual Insurance Companies and 
the Federation of Mutual Fire 
Insurance Companies. 

_ Entries in the exhibit are com- 
peting for awards in a wide variety 
of classifications, ranging from such 
|standard groups as newspaper, 
magazine and direct mail to more 
specialized types such as safety pro- 
| motion trophies. Direct mail is ex- 
| pected to draw the largest number 
of entries. 


Judges for the contest are Homer | 


WHO SAYS, 


|committee, while Douglas J. Mur- 
'phy, Metropolitan Life, and Clark 
W. Smitheman, Camden Fire, are 
co-chairmen of the group sessions. 


| 
| 


(Yeti, Rubber Cnont 


An Asset to the Graphic Aats 
Professions—Natjonally Used 
3Grades -Light- Medium and 
Heavy- $2” Pey'Gal Post Paid 

S.S RUBBER CEMENT @ 
3436 NO HALSTED ST 
CHICAGO, WL... 


“No Gas lor 


New York: |. A. KLEIN, INC. . 


Chicago: It. E. LUTZ 
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SEE PAGE 26 
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‘Tremendous Power 


made Flexible... 


woe ThAUS Rotogravurs! 
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IN THE ROTOGRAVURE Sections of 
Sunday Newspapers, every 
American business man commands 
a tool that is no less powerful, 
no less flexible than the famous 
radio station pictured here. 


By means of rotogravure, it is possible to cover the nation 
so completely that you can put a sales message into better 
than one out of every two homes! Or by means of it, you 
can select and concentrate on any single city, area, or zone 
that you will, and get parallel coverage. 

Under today's business conditions, advertisers who buy 
space because they want sales, not prestige or glamour, 


are so alert to the opportunities this unique combination 
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@ Not long ago, over the flat plains of the Mid-West, soared the 
greatest radio tower in the world. Built to cover the country, it was a 
truly dramatic example of power made flexible. For from it, programs 
could be broadcasted to homes all over the continent and. with equal 


facility, secret instructions could be transmitted to individual police cars. 


of power and flexibility gives them that 56 new names 
have been added to the list of rotogravure advertisers since 
the first of the year. 


For details on the cost of using rotogravure and facts 
concerning the Gallup Research Bureau's evaluation of it, 
call on Kimberly-Clark. Because in addition to manufac- 
turing Rotoplate, Kleerfect, and Hyfect—three of the most 
widely accepted rotogravure printing papers—the Kimberly- 
Clark Corporation maintains a bureau of statistical infor- 
mation and a trained technical staff for publishers, printers 
or advertisers faced with any problem arising over the use, 
preparation or printing of rotogravure copy. Please address 
your request to Kimberly-Clark Corporation, 8 S. Michigan 


Avenue, Chicago, Illinois, Advertising Department. 
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GERBER PRODUCTS COMPANY, 
FREMONT, MICHIGAN 


DAN F GERBER. 
VICE-PRESIDENT 


March 20, 1939 


Kimberly-Clark Corporation 
8 So. Michigan Avenue 
Chicago, Illinois 


For your baby’s sake, give us 
just a minute to impress this 
fact on you: Not all strained 
foods are the same! 
Remember that Gerber is 
not only a specialist in 
strained foods for baby but 
an authority. Reports of Ger- 
ber investigations on canned 


Gentlemen: 


Although our problem has been to reach a 
certain cross section of the national market. 
namely the mothers of babies under two years 
of age, we felt it desirable last year to 


strained foods have been pub- 
lished in leading medical 
journals. We ask you frankly 
—What other maker can give 
you such assurance that his 
product is best for your baby? 
Be sure to ask 


place special emphasis on certain metropolitan 
markets. For this purpose we chose the roto- 
gravure section of selected Sunday newspapers 
as we knew the high readership of these sec- 
tions by mothers and the fact that a busy 
mother would look at the roto section even if 
she did not have time to read anything else. 


your dealer for 


Gerber's. I believe our selection was well justified in- 


asmuch as sales in these markets immediately 
showed substantial improvement. Our belief in 
this fact is further confirmed by our present 
schedules which call for a continuation of this 


type of advertising. 


BABY FOODS 


APRICOT AND APPLE SAUCE... BEETS 
CARROTS ... CEREAL... GREEN BEANS 
LIVER SOUP WITH VEGETABLES... PEAS 
PRUNES... SPINACH... TOMATOES 
VEGETABLE SOUP 


Very sincerely, 


hw Eorher 


MOTHERS AND EXPECTANT MOTHERS! Dan F. Gerber/H 


Send For This Book Today! 


| | 
| | 
| Contains authoritative | 
| information on baby's | 
| : care, feeding and train- | 

, ing, written in a short, 
| g simple way by Harriet | 
| Davis, R.N. Sent for | 
10¢. Address Gerber 
| Products Company, | 
| Dept. 1711, Fremont, | 
Michigan. The Baby 
| Food Capital. | 


Strained Cereal Spinach Carrots Prunes Tomato Green Beans Vegetable Soup Beets Pe 


This is a typical Gerber 
Rotogravure advertisement 


Established 1872 e Neenah Wisconsi 
% nsin 
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NEW YORK was of Service 


122 East 42nd Street CHICAGO 
: 7. PFs. ey. 5 ° South Michigan Avenue 


LOS ANGELES 
510 West Sixth Street 
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More Advertisers 
Look fo Schools as 


Promotion Vehicle 


Physical Education Ex- 
pert Stresses Appeal 
to Young Consumers 


ADVERTISING AGE 9 


| forded in the new glass, it is 


Consumer-Trade claimed, with a new plastic inter- 
Drive Planned for |miteiy twice es strong as any pre- 
New Safety Glass 


| vious safety glass. Prospective car 
| buyers are urged to “look for this 
Toledo, Sept. 20.—Libbey-Owens- | ¢xtra factor of comfort and safety” 
Ford Glass Company has completed before making their selection. 
plans for an intensive trade and | Trade Campaign Started 
consumer campaign on its recently | ; : 
developed Hi-Test safety plate) _ The trade campaign in automo- 
glass, with promotion designed to | tive publications - already under 
place this glass in car windows as | Way: This schedule includes spreads 
well 6s windileiin /using the same illustration as the 
af |consumer copy in ten business pa- 
A black and white bleed spread | sae : : 
in The Saturday Evening Post Sept. | pers covermng ts See. this Gey 


FREEDOM FROM HAZARD GETS EMPHASIS 


Mamaroneck, N. Y., Sept. 21.— 


Steady progress in the attempt of 
national advertisers to cultivate the 
friendship of high school students 
through cooperation with their 
teachers was reported here today 
by Edward J. Storey, director of 
health and physical education in the 
public schools of this thriving New 
York suburb. The task of getting 
across an institutional story to this 
potentially important army of con- 
sumers is still a difficult assign- 
ment, he pointed out, but the re- 
wards that can be reaped are richer 
than ever before. 

Mr. Storey has been engaged in 
an investigation of advertising di- 
rected to the school field. He has 
just completed a thesis on the sub- 
ject for his doctorate at New York 
University. He also has acted as 
consultant to several national ad- 
vertisers. 

The obstacles are greater, Mr. 
Storey said, because teachers are 
more skeptical of advertising claims. 
The rewards are more dazzling be- 
cause there are more students and 
because fewer manufacturers can 
hope to scale the heights. But more 
are attempting the assignment, and 
more, in the light of past experi- 
ence, are coordinating their efforts 
with those of the instructors to 
such good effect that they are cer- 
tain of a rich harvest in the future, 
he declared. 


Recalls Own Experience 


To evaluate this market, Mr. 
Storey recalled his own school days. 

“The displays sent to schools by 
Mr. Post in the early years of this 
century impressed me with the de- 
sirability and health qualities of 
Grape-Nuts,” he said. “Today it is 
still my favorite cereal. It seemed 
to me at that time that school ac- 
ceptance gave it a certain desira- 
bility. I tried it and liked it. Ba- 
nanas have since achieved the same 
kind of school use. So has Hershey, 
which has become a synonym for 
chocolate, though the manufacturer 
produces many other lines.” 

The advertiser’s problem and op- 
portunity lie in many new factors, 
Mr. Storey pointed out. One is the 
popularity of anti-advertising prop- 
aganda and another is the severe 
regulation of advertising by the 
Federal Trade Commission, which 
makes it difficult for an advertiser 
who has incurred the displeasure of 
that body to regain the favor of 
teachers. On the other side of the 
ledger are such items as drastic cuts 
in educational budgets and text- 
book appropriations, which force 
teachers to scan the horizon for ac- 


NOW(YOU 


“ 


HOSPITALITY 
in WASHINGTON 


Try the Raleigh 
the next time you 
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... you'll be glad 
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This spread in national magazines will tell consumers the safety story represented 
by Libbey-Owens-Ford Glass Company's new Hi-Test safety glass for automobiles. 


ceptable help and rapid advances in 
research which have made many 
textbooks obsolete. 


Adhere to Facts 


Mr. Storey made these specific 
recommendations to advertisers 
seeking to reach the market of to- 
morrow: Check facts with disinter- 
ested outside organizations and aim 
promotional material at specific age 
groups. If these suggestions are 
adopted, circulation of advertisers’ 
material can almost be guaranteed. 
If this literature can be planned to 
fit in with the course of study of 
the age group in mind, it may be- 
come text book material, he added. 

More advertisers than ever before 
are cultivating the school field, Mr. 
Storey explained, and their litera- 
ture covers a wider range and more 
subjects than hitherto. Usually 
these advertisers are trying to as- 
sure themselves of distribution and 
use of their printed or sample mate- 
rials by using the established maga- 
zines of the teaching profession as 
their media. 

“It seems to be assumed that if 
advertising is accepted by these 
magazines, teachers will send for 
and use the proffered material with- 
out question,” said he. “This prem- 
ise may or may not be true. Such 
advertising has a fine chance for 
success if it includes some kind of 
guarantee of the truth of the claims 
made in the literature. 

“Professional approval seems to 
carry more weight than ever before. 
Products which enjoy use of seals 
of the American Medical Associa- 
tion and American Dental Associa- 
tion will win the favor of teachers 
without difficulty. On the reverse 
side of the picture, advertisers who 
have come into collision with gov- 
ernment agencies will have more 
than the average amount of diffi- 
culty in winning over the instruc- 
tors. The latter study government 
reports with great interest, and 
keep them on file.” 


Samples of Promotion 


Discussing individual efforts of 
advertisers, Mr. Storey pointed to 
A. G. Spalding & Bros. as a new- 
comer with the offer of a booklet, 
“Group Instruction in Golf,” free 
to teachers of physical education. 
The only Spalding material avail- 
able without cost in the past has 
been the company’s catalogs. The 
new brochure is being issued by the 
Spalding Golf Institute and it is 
said to be finding a warm recep- 
tion. 

Household Finance Corporation, 
which has been cultivating the 
schoo] field for several years, has 
revised two of its offerings and in 
addition is offering a new booklet, 
“Stretching the Home Furnishings 
Budget.” Mr. Storey described this 
pamphlet as a sound and well 
planned treatise. 

The wine industry has not over- 
looked the value of reaching tomor- 
row’s housewives and business men. 
It is circulating a recipe book among 
schools, showing the place of wine 
in modern cookery. Despite the 
difficulty of getting circulation in 
some dry states, Mr. Storey believes 
this promotion is mutually helpful 
to the teachers and the industry. 

Carnation Milk Company has in- 
vaded the school field and at the 
same time has aroused enthusiasm 


in the breast of the physical educa- 
tion expert, who predicted that Car- 
nation will eventually achieve 
geeatly expanded sales as a result. 

“Too many of our relief cases and 
those in the lower salary brackets 
still believe that bottled milk is 
essential,” he commented. “Tomor- 
row’s consumers will know better, 
because every well informed teacher 
of health, home economics or so- 
ciology will make time for the 
study and circulation of the new 
Carnation booklets.” 


Parents Welcome Aid 


Personal Products Corporation 
has come to the aid of harassed 
parents with a set of five charts 
which explode the suspect theory 
that the human race is dependent 
on the stork family for replenish- 
ments. 

“Here,” commented Mr. Storey, 
“is an effort for which all health 
educators have hoped. One certain 
result is an improvement in the 
mental outlook of many adolescent 
girls.” 

Pond’s Extract Company is dis- 
tributing a booklet on the care of 
the skin. While this is a contro- 
versial subject, Pond’s has taken 
steps to state its case in scholarly 
fashion. Mr. Storey believes that 
there is a wide field for presentation 
of other viewpoints on a topic of 
such absorbing interest to the fair 
sex. 

“Death Begins at Forty,” a book- 
let published by the Traveler’s In- 
surance Company, is_ practically 
“must” reading for pupils in the 
newly developed subject of safety 
education. The first aid booklet of 
Metropolitan Life Insurance Com- 
pany enjoys the same ranking in 
the health curriculum. 

Interest of educational authorities 
in aid from advertisers is so keen, 
according to Mr. Storey, that the 
New York Board of Education re- 
cently issued a list of available 
literature, under the heading of 
“Suggested Sources for : Obtaining 
Charts and Pamphlets.” The list 
includes literature on automobiles, 
foods, metals, building materials, 
electricity, needles, rayon, paper 
and health products. This bibli- 
ography indicates, the educator 
said, that the possibilities for the 
alert advertiser are boundless. 


Cincinnati Store 
Wins Jantzen Contest 


A page advertisement appearing 
in the Cincinnati Enquirer for Mab- 
ley & Carew, Cincinnati department | 
store, showing Jantzen-suited fig- | 
ures in red and blue diving against | 
a light blue background, has been | 
chosen as the most outstanding of 
five prize-winning advertisements 
in the first Outstanding Ad contest 
sponsored by Jantzen Knitting 
Mills, Portland, Ore. 

Frank King, advertising manager 
of Mabley & Carew, designed the 
display. 


Directs Fair Publicity 

The executive committee of the 
New York World’s Fair Corporation 
has appointed Edward L. Bernays 
as public relations counsel to formu- 
late publicity plans for the exposi- 
tion in 1940. He will serve in an 
advisory capacity without salary. 
Leo Casey will continue as head of 


the press department. 


30 will open the consumer drive. 
A full page is scheduled to follow 
in The American Weekly, plus in- 
sertions in Collier’s, Life and Time. 

Copy asserts that the distortion 
common in_ safety sheet glass 
(laminated window glass) causes 
eyestrain and fatigue as well as 
inaccurate judgment of distances 
of moving vehicles. It also points 
out that many car manufacturers 
will use the new safety glass in 
car windows as well as in wind- 
shields. 

Greater safety 


is likewise af- 


devotes much attention to results 


‘of tests made by Dr. A. H. Ryan, 


Chicago physiologist. 

Libbey-Owens has also launched 
a drive for residential use of its 
double-window storm sash. Facing 
black and white bleed pages are 
scheduled for the Sept. 23 issue of 
The Saturday Evening Post, with 
subsequent copy to appear in Bet- 
ter Homes and Gardens, Farm Jour- 
nal and Farmer’s Wife, the House 
Beautiful fall building manual, Life 
and Parents’ Magazine. 

United States Advertising Corpo- 
ration is the Libbey-Owens agency. 


Photo by Emery G. Gregory 


Can You Feed This Hungry 
Hundred -thousand P 


The eager appetites of an army of 100,000 sport- 
hungry men are whetted each month to even greater 


urgency by OUTDOORS. 


Tantalizing tastes of trips 


astream and afield, mouth-watering samples of shoot- 
ing and angling adventures, garnished with plenty of 


appetizing pictures, each 


month stir up irresistible 


craving for sport, insatiable hunger for necessary 


equipment. 


And the famous chefs who concoct these tasty morsels, 
men like O. W. Smith, Angling Editor, Vereen Bell, 
Camping Editor, and Edward Dreier, Travel Editor, 
are experts at tempting outdoorsmen’s appetites! 


Set before these men the fare you 


offer while they are hungry, while 
their pocketbooks are yawning wide— 


when they’re reading OUTDOORS! 
100,000 Net Paid Guaranteed 


$420 a Page 


Watch Us 
Grow and 
Grow with 


Us! 


BOSTON e 
Mark W. Burlingame in Boston 
Nelson J. Peabody in New York 


NEW 


YORK e 


CHICAGO 
Rayford A. Mann in Chicago 
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September 25, 1939 


Zenith Promotion 
to Spotlight Robot 


Dial and Radiorgan 


Chicago, Sept. 20.—The Radior- 
gan and the robot dial will dominate 
Zenith Radio Corporation mer- 
chandising during the coming sea- 
son, Western representatives were 
informed at a sales convention here 
this week. A meeting will be held 
in New York later to give Eastern 
distributors an opportunity to place 
their orders. 

An optimistic viewpoint of the 
outlook was taken by Eugene F. 
McDonald, Jr., Zenith president, in 
opening the meeting. Commander 
McDonald said that deep interest 
in the European situation, plus more 
radio for the money than ever 
before, insures a good year for the 
industry in general and for Zenith 
in particular. E. A. Tracey, vice- 
president in charge of sales, pre- 
sented the new models; Edgar G. 
Herrmann, advertising manager, de- 
scribed the advertising program; 
Irving Allen, of E. H. Brown Ad- 
vertising Agency, related the gen- 
eral merchandising story. 

The Radiorgan permits the owner 
of the set, by manipulating eight 
organ keys, to obtain as many as 


| 64 tonal combinations. 


In spite of 
the infinite variety thus offered, the 
Radiorgan is described as the only 
tone-blending invention which per- 
mits treble, middle and bass regis- 
ter fortification or diminution at one 
and the same time. 


The robot dial actually consists of | * 


three dials, black, blue and gold, or 
one for each wave band. This inno- 
vation is patented, so that Zenith is 
the only radio on which it will be 
seen. The robot dial will simplify 
the labors of set owners who are 
fond of listening to short wave, air- 
plane and other broadcasts, hitherto 
picked out on a single dial. 


Farm Paper Scheduled 


Though Zenith will use The Sat- 
urday Evening Post this fall, local 
advertising under direction of the 
factory and the distributor will 
constitute its chief promotion work, 
each set carrying an advertising 
allowance which determines the 
saturation of each market. 

The heaviest national advertising 
will center around the farm field, 
in which 180 lines will be used 
monthly in 26 sectional and national 
papers. R. F. Weinig, farm sales 
manager, presented the sets with 
which Zenith expects to maintain 
its leadership in that field. While 
most of the sets are equipped with 


batteries, provision is also made for 
mere plugging in to an electrical 
outlet as electrification of the farm 
field continues. 


Two Join Staff of 
‘Portland Oregonian” 


Patrick J. MacAuley, who re- 
signed last May from his 25-year 
post as advertising manager of 
Meier & Frank Company, Portland 
department store, has been ap- 
pointed sales and merchandising 
manager of the Oregonian. 

Stanley Werschkul, formerly na- 
tional advertising manager of the 
Portland News-Telegram, which 
suspended publication in August, 
has joined the national advertising 
staff of the Oregonian. 


Durstine to Open 
CFAC Lecture Series 


The 18-week advertising course 
of the Chicago Federated Advertis- 
ing Club will begin Oct. 4, with 
Roy S. Durstine, New York agency 
president, as the first speaker. . 

“How to Reach and Sell People 
Who Can Buy Your Product” will 
be the theme of the course. Knox 
Armstrong, sales promotion man- 
ager of Victor Adding Machine 
Company, is chairman of the series. 
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In this economical way you not only Wy, 


ADD to, but actually MULTIPLY 


UI 


the sales you make in St. Louis. 


Here in the St. Louis market, the sales potential is 
measured, not by the city alone, but also by this great 
additional volume ready-to-hand in the balance of the 


RIGHT NOW:— 
An oil boom is 
multiplying 


sales possibili- 
ties in The 49th 
State. 


rich 49th State. 


Surrounding St. Louis lies a market which is just as easy 
to reach and to sell as the metropolis itself. 


area. It multiplies sales and sales volume. 


No "ifs" and ' 


Advertising in The Globe-Democrat does not stop at 
the city limits. It reaches out throughout this responsive 


‘ands about it. Your advertising dollar, 


invested in Globe-Democrat influence, goes farther, 
spreads influence, does the major job. 
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P&G's Chipso Copy 
Modified by 
Fr Stipulation 


Washington, D. C., Sept. 19.—Fu- 
ture advertising claims for Chipso 
soap, made by Procter & Gamble 
Company, will be, substantially 
modified, according to details of a 
stipulation released today by the 
Federal Trade Commission. 

The FTC reported that Procter & 
Gamble had agreed to cease the 
following representations: 

“That its product Chipso is safer 
for the hands than other laundry 
soaps or, without justifiable quali- 
fication, that it is as safe for the 
hands as toilet soap; that the deter- 
gent action of Chipso is substan- 
tially different from that of other 
soaps; that it is the only soap pro- 
ducing ‘shampoo’ action or employ- 
ing a ‘suction’ principle, or that 
either of such claims is new.” 

The respondent also agreed to 
cease representating that Chipso is 
unqualifiedly safe for all materials; 
that it will never weaken threads, 
or that Chipso, in and of itself, pro- 
tects the clothes from washtub wear 
and tear. 


Ridgeway in Tacoma 

Thayer Ridgeway, formerly gen- 
eral sales manager of Don Lee 
Broadcasting System, Los Angeles, 
has been appointed general man- 
ager of Pacific Broadcasting Com- 
pany, Tacoma. 


Pachuta Transferred 


Edward Pachuta, formerly of the 
Philadelphia office of Farm Journal 
and Farmer’s Wife, has been trans- 
— to the New York advertising 
staff. 


NEW MODEL, NEW STYLE, 


that has been done on these cars to set them in step with the parade. 
in Collier's and The Saturday Evening Post plus Farm Journal and Farmer's 


precede a newspaper drive scheduled to begin 
15 with opening of the New York show. 


NEW COPY 


Magazine copy for the 1940 Willys gives ample evidence of the redesigning job 


Full pages 


United States Advertising Cor- 
the agency. 


Michigan Ruling 
Holds ‘Sentence’ 
Contests Illegal 


Lansing, Mich., Sept. 19.—Prize 
contests involving an element of 
chance and requiring a valuable 
consideration are unlawful in this 
state, according to a recent ruling 
by Attorney General Thomas Read. 
Mr. Read held that those elements 
make the contest a lottery and make 
the promoter liable to a $1,000 fine 
or two-year jail sentence. 

The ruling specifically referred 
to a milling company which offered 
a prize to the person writing the 
most acceptable closing line to an 
unfinished sentence. Merchants 
were required to sell a certain num- 
ber of articles before the contest 
could be closed. 

The attorney general said that 
it was clear that a prize was being 
offered for a valuable consideration 
and that the requirement placed on 
the merchant constituted the chance 
element. 


Account to Wales 


Wales Advertising Company, New 
York, has been appointed advertis- 
ing counsel for Eastern Slope Re- 
gion, North Conway, N. H., a new 
organization sponsored by citizens 
of Conway, Bartlett and Jackson 
interested in promoting the recrea- 
tional advantages of the region. 
Newspapers will be used. 


Hool Joins Carstairs 


James A. Hool, formerly manager 
of the state stores division of Cal- 
vert Distillers Corporation, New 
York, has joined Carstairs Brothers 
Distilling Company, New York, as 
general sales manager. 
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Twelve weeks was the duration of the average newspaper advertising effort 
_ of national sellers of soft drinks and beers in Oklahoma City last year. During NATIONAL BEVERAGE ADVERTISERS 
; these twelve weeks came an average of 15 sprinkles of 333 lines each... and IMBIBED SPARINGLY OF NEWSPAPER 
then a 40-week drouth! Nor were these refreshing showers confined to any SPACE IN 1938! 
: particular season. Typical of other U. S. cities of 100,000 or more is the 
_ : : : . manner in which national soft drink and beer advertisers 
If advertisers can make a profitable 52-week journey across their sales med nowepener canes in Oldahema Clty lest your. Dele 
charts on a 12-week supply of newspaper advertising, what would happen if below is for The Daily Oklahoman, 7-day morning newspaper. 
" . 
Pa doubled, tripled or quadrupled? Are newspapers so powerful that a a ee a en 19 
r a ‘ re . ° > 
. ey cCompenge can make a 52 wore impression: Awetnitn tatmes wetlin ceqeaaied 119 
v | Without arguing the comparative effectiveness of media, the fact remains A _ , 9 
s that the great majority of national advertisers h tt i the FULL ee es ee 
‘ f 8 J y ae ; ; ae oe ae ee 7 Average number lines per advertisement 333 
- ‘orce of newspaper peasants by using it with the frequency, regularity and Average total lines per year per account 4976 
volume of other media. 
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© This is one of a series of advertise- 


: 
ments sponsored by The Daily oe THE DAILY OKLAHOMAN e OKLAHOMA CITY TIMES 


homan and Oklahoma City Times in 
the interest of a better understanding 


between advertisers, advertising agencies THE OKLAHOMA PUBLISHING ‘amy: COMPANY 
and publishers. ry. 
| OKLAHOMA CITY Mee OKLAHOMA 
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For Joint Legislative Action 


The biggest single problem relat- 
ing to advertising and advertising 
media has to do with legislation, na- 
tional, state and local. Much of this | undesirable legislation to a success- 
legislation, proposed and enacted, | ful conclusion, on the other, seems 
affects individual groups, but a great | to be evident. 
deal of it has much more general| The advertising and media groups 
implications. Under such condi-|are well organized. Some people 
tions, a united front for all advertis- | have felt that this business of ad- 
ing interests is urgently needed. _vertising is over-organized. How- 

Under the leadership of the Asso- ‘ever, if all of the organizations 
ciation of National Advertisers, with | which serve advertisers, publishers 
the cooperation of many other | and other media were banded to- 
groups in the field, successful ef-| gether for the study of all legisla- 
forts have been directed over ation, favorable and adverse, affect- 
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the need for developing information, 
on the one hand, and carrying the 
fight against restrictive or otherwise 


Tel. Del. 1337 | 


considerable period to defeat efforts 
for state registration of trademarks. 
That seems now to be a closed issue, | 
the secretaries of state having gone 
on record as a body in opposition to 
legislation of this general character. 
Thus the value of a concentrated 
drive under group auspices has been 
well demonstrated. 

Many other legislative problems 
will arise during the forthcoming 
special and regular session of Con- 
gress, as well as in state legislatures 
and local law-making bodies. No 
one organization can alone maintain 
contact with these situations, and 
make the necessary effort in the 
work of fact-finding and presenta- | 
tion to the legislative bodies con- 
sidering proposed new laws. Thus 


| 


ing advertising, merchandising and 
related interests, greater results 
would be accomplished and money 
would be saved. 

Various groups in the field are 


competitive in character. The con- 
sideration of common _ problems 
might well engender the sort of 


united front which would assure op- 
position to all attacks on advertis- 
ing, emanating from _ whatever 
source, and affecting adversely no 
matter what advertising interest. In 
this era when more and more re- 
strictions of business and more and 
more regulation of advertising 
seems to be in prospect, joint or- 


| ganization for effective handling of 


legislative 
dividends. 


problems will pay big 


Avoiding Runaway Markets 


The steel industry has announced | cause of the fear of shortages or | Little 


that there will be no advance in| 
contract prices for the fourth quar- | 
ter of 1939. The book paper manu- 
facturers have made a similar an- | 
nouncement. While the latter had | 
more direct and immediate interest 
for advertisers and publishers, both 
expressions of industry policies with 
reference to prices are a clear indi- 
cation that, as Howard Coonley, 
president of the National Associa- 
tion of Manufacturers, said over a 
CBS network last Tuesday night, 
American industry is not interested 
in building up prices to make a 
profit out of a war situation. 

We do not believe that our manu- 
facturers and other business groups 


“have a vested interest in war,” as 
one radio commentator asserted re- 
cently. On the other hand, most of 
them are well that war in- 
flation means peace deflation, and 
that profits due to runaway com- 
modity markets may easily be offset 
by losses when the final deflationary 
period is over 
markets 
producers as consumers 


aware 


Steady and orderly 
are desired as much by 

The thing which forces prices out 
of hand is The 
rush to be- 


panicky buying. 


cover advance needs, 


\if the 


boom prices, creates an artificial 
demand which is usually so greatly 
in excess of supply as to push prices 
beyond a reasonable level. Thus 
buyers are often more to blame 
price situation takes on a 
hectic and unnatural hue. 


. | 
In the paper industry, for exam- 


ple, there is no immediate condition 
which would justify a rapid rise in 
the price of newsprint, book 
paper or bond. It is true that the 
pulp situation may become less fa- 
vorable, due to a reduction in avail- 
able supplies from foreign sources. 
On the other hand, pulp capacity in 
this country and Canada has been 
increased recently, and still further 
increases are in prospect. Thus any 
rise in price which may be the re- 
sult of a change in pulp produc- 
tion should be limited and gradual. 

Here, as in other fields, heavy ad- 
vance buying may be poor business 
policy. Paper manufacturers, like 
the steel makers, have no desire to 
be labeled profiteers. They are 
anxious to continue to serve their 
customers on a normal basis as to 
price and supply. It is up to buy- 
ers to cooperate by orderly methods 
in covering advance requirements 


| A VICTIM OF DOUBLE EXPOSURE 


Te oma | 


ey 
=i 


ee | De, GRawn 
Sh. Ts, 


"Can you get this horseshoe off, Doc? 


Joy and Gloom 


| Someone has sent us a copy of 
Little Business Magazine, official 
| organ of Little 
on Inc., “a 


| 
| 


Business in Califor- 
state-wide organiza- 


‘tion having for its purpose the ad- 
vancement of the welfare of inde- 
| pendent business enterprise.” We 
are interested to learn from this 
|publication that three-fourths of 
'the members of the group, who ex- 
| pressed their opinions in a recent 
ballot, are strongly opposed to “$30 
Every Thursday” 
which will be voted on in the state 
at a special election Nov 7. This 
|does not surprise us quite as much 
as the evident belief on the part of 
this publication that the amend- 
|ment has, at the very least, a fair 
chance of being adopted. 

_ So perhaps the _ illustrations 
/shown here, which we gleaned from 


amendment | 


—Farm Journal and Farmer's Wife 


| was taking close-ups at the county fair 


pitching tournament.” 


(plan, or the R. and R. plan, or 
maybe even the F and P-S plan— 
if you want any of these things or 
a thousand others, why it’s as sim- 
| ple as A-BEE-C. Just ‘Address: 
Publisher on Front Cover.” 

And speaking of advertising 
guarantees, as some of us have 
been doing recently, how does this 
one strike you: 

“Publishers Notice: No vulgar or 
fraudulent ads inserted. Let’s be 
honest. If any offerings, when re- 
ceived, are not found to be exactly 
as represented, promptly make a 
statement of your reasons and we 
will see to it that you get satisfac- 
,tion if your claim is just. This will 
|give advertisers opportunity to 
|remedy errors, if any . .. Advertis- 
lers offer to help you by supplying 
| necessities at reasonable prices. Do 
|not get the idea that advertisers 
|pay you a salary or that you work 
|for them, unless the copy so states. 


| 
| 


|. . To make money you need ideas, 
pace sie op etc., if you are lacking 
you should be willing to learn right 
iby taking advantage of offers of the 
|}successful who want to honestly 
and sincerely help you and who go 
|to the expense of advertising for 
your financial benefit.” 


| Four for One 


‘an article on retail store appear- 
‘ance, can serve a double func-| We'd like to nominate for copy 
tion. As originally captioned, the| honors of the week a little cam- 


gentleman at the left demonstrates 
;a “good public relations expres- 
|sion,” while the one at the right 


paign being conducted in Cleveland 
newspapers and outdoor posters by 
ithe Yellow Cab Company of that 


|shows “a poor public relations ex-|city. The company is concentrat- 
| pression.” But on Nov. 8, they can|ing its promotion efforts on the 
‘undoubtedly be used to show (1) |economy of riding in taxis, with 
happy Little Business man who/|emphasis on the assertion that 
has learned that the $30-every-| “four can share the same low fare.” 
Thursday amendment has _ been|Instead of weighty statistics to 
|swamped; or (2) very unhappy| Prove this point, a series of funny 
Business man who has|illustrations are being used to dra- 
|learned the reverse. matize the fact. 
| One sketch shows a mama kanga- 
Busy, Bus-s-s-y Bee Fae transporting four tiny baby 
|kangaroos, three of whom are 
The busy, busy little bee— safely packed in its pouch with the 
How very busy he must be. |last of the quartet a more studious 
He's got a thousand ads to write 


| Make lots of dough, they all invite. 


Ladies and gentlemen, we 
| proud as punch to inform you that 
we have discovered the world’s 
busiest bee. It is “The Mail Order 
Bee,” published by The Bee Pub- 
lishing Company of Kansas City. 


are | 


linfant perched on mama's _ tail, 
reading a newspaper. From that 
point the series goes on to a stork 
lin flight, bearing a consignment of 
| four blessed events; an elephant 
transporting four slap-happy mon- 
kies, and so on. 
The story clicks immediately. 


This bee has apparently been 

|working so long and so industri- ‘ 

| ously that he has gathered together Jottings 

|the sum total of human knowledge The Industrial Commission of 


}in practically every field, 
offers it in bits and dribbles, in a 
lthousand pieces. of 


and he 


advertising 
ranging from two-thirds of a page 
|to a two-line classified, to all who 
jare able to hear the Voice of Op- 


Paterson, N. J., is circulating an 
attractive looking booklet outlining 
the advantages of the city from the 
standpoint of businesses looking for 
a new home... 

Among those with red faces cur- 


| portunity hammering at the door. rently are (1) Fight Referee Ar- 

If you want lots of mail with|thur Donovan, whose dictum that 
money in it; have an urge to make/|Lou Nova “is the next heavyweight 
the world’s best hot tamales; would| champion of the world” appeared 
like to be able to keep eggs fresh a|in a magazine while Lou was still 
| whole year; want to be a prestidigi- lin a hospital following his fight 
jtator or a_e scientific palmist or)|with a certain beer-drinking plug- 


}amaze your friends with your ugly, and (2) Bob Pastor, who just 
knowledge of phrenology; or if|told another magazine audience 
you'd like a fool-proof little plan| that he had discovered how to beat 


for making money—say the C-T)} Louis.. . 
‘ | 


No. 1541. 


for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1539. 
Grow. 


Its circulation growth, attributed 
to concentration in the school field, 
is the story told by Young America 
in this new booklet. The publica- 
tion’s blend of education and enter- 
tainment is described, with facts on 
how circulation is procured and 
where it is concentrated. 


Watch Young America 


No. 1540. Every Reader a Customer. 


In this brochure The Family 
Circle offers a concise but thorough 
summary of facts on its distribution, 
merchandising services, copy test- 
ing facilities and evidences of reader 
interest. 


Grocery and Drug Route 
Lists of Camden and South 
Jersey. 


The Courier-Post, Camden, N. J., 
has issued this loose-leaf data on 
the grocery and drug trade in the 
Camden market. Outlets are classi- 
fied by volume of business done, 
and are coded to show wholesaler 
affiliation. 


No. 1542. The French Market. 
Here is Montreal’s French mar- 
ket laid out in maps, tables and 
illustrations, in a new study issued 
by La Patrie. The brochure in- 
cludes a population analysis of the 
city and the market district, income 
and how it is spent, and the paper’s 
distribution by counties. 


No. 1543. Fact Findings. 


St. Louis Post-Dispatch has _ is- 
sued this report of a survey show- 
ing how various advertising media 
are rated by automotive dealers for 
effectiveness in selling, and how St. 
Louis newspapers are rated by the 
same dealers for the same purpose. 


No. 1537. The 1939 “I Buy Quiz.” 

Purchasing habits of Eau Claire, 
Wis., consumers have been analyzed 
and compiled in this booklet issued 
by the Leader and Telegram. Ques- 
tionnaires returned by consumers 


cover brand preferences on 43 
classifications. 
No. 1538. Western Canada’s Better 


Farm Homes. 


The Country Guide and Nor’- 
West Farmer, Winnipeg, has issued 
this report showing the type of 
farms and homes occupied by its 
readers, as well as other data cover- 
ing the farm markets reached by 
this publication. Statistics covering 
“Guide farmers” are compared with 
the average for Western Canada. 


No. 1533. Register City. 


The New Haven Register has 
issued this study of the New Haven, 
Conn., trading area, covering popu- 
lation, buying power, retail sales 
and other market data. The broch- 
ure stresses the value of “Register 
City” as a test market, outlining its 
diversity of population, pursuits 
and income. 


No. 1534. Rate and Data Catalog. 

This 1939-40 edition of the Rate 
and Data Catalog of the high school 
market, issued by Richmond Adver- 
tising Service, covers rates, circula- 
tion and other data for 625 high 
school newspapers, magazines and 
year books published in 33 states 
and the District of Columbia. 


No. 1516. News from a Christian 
Viewpoint. 

The Christian Science Monitor 

has issued this 24-page booklet 


which describes the news, editorial 
and feature contents of the paper 
and its Weekly Magazine Section, 
and sets forth its journalistic stand- 
ards and practices. 
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FARM 
JOURNA] 
“Wife! 


Farmer's) 


2,490,000 
Net Paid 


“Farm Journal and Farmer’s Wife” delivers your 


advertising message into more homes in more 


counties than any other magazine in America. 
Here is a tremendous advertising and merchan- 
dising force —a necessary part of every national 
campaign. 


° 
The Largest Rural Magazine 


— MAY 
2,436, 000 
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The Supreme Court of American Business 


taroe with the public are chow thet 
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UPHOLD AMERICAN STANDARDS 


BUY ADVERTISED BRANDS 
. . * 


This is ome of 2 series of advertisements prepared by the Advertising Club of 
St. Lomwss, showrmg consumer Senglie detent through advertissmg 


The Advertising Club of St. Louis has 
launched a newspaper campaign showing 
consumer benefits gained through adver- 
tising. This insertion emphasizes that the 


real “supreme court'’ of American busi- 


ness is the “great American household” | 


Appeal of Honey 
As Cold Remedy 


New York, Sept. 20.—A _ three- 
way copy test on Golden Blossom 
honey will be undertaken by J. G. 
Paton Company, starting early in 


October and continuing through 
December, it was learned here to- 
day. 


While confined to newspapers in 
the New York metropolitan area, 
the campaign is considered a large 
one for honey, which is not usually 
promoted extensively. Former 
Golden Blossom merchandising was 
limited to car cards and dealer 
helps. 

The three themes which will vie 
with each other for prominence in 
Paton’s drive are: honey for health 


and as a cold remedy; as a spread | 


for pancakes and other foods; and 
for infant feeding. A special offer 
in each advertisement will help de- 
termine the most effective approach. 
Campbell-Ewald Company handles 
the Paton account. 


Legg to Foster Travel 

Alan Legg has resigned.as copy 
chief of M. H. Hackett, New York, 
to take charge of special promotion 
for Ask Mr. Foster Travel Service, 
New York. He was previously with 
Commanday Roth 
York. 


WBAL Issues Tabloid 


As part of its fall merchandising 
program, Station WBAL, Baltimore, 
has begun publication of an eight- 


page monthly tabloid paper to be | 


distributed among Baltimore retail- 
ers. 


WHOLESALE 


OMAHA | 


Omaha has a wholesale trade 


territory embracing all or 
part of || states, and does an 
annual wholesale business of 


$400,000,000.00. 


Nebraska and Southwestern 
lowa retailers look to Omaha 
for their supplies. Reach this 
market wii) one economical 


mass purchase, throuch 


me ae. 


World-Herald 


Meticnd! Representatives: O Mere & Ormsbee loc 


OMA H A 


Company, New | 


Canada Raises 


Broadcast Fees 
as War Measure 


Ottawa, Sept. 19.—Following its 
recent advance in import duties on 
transcriptions, the Canadian Broad- 
casting Corporation has adopted a 
new scale of license fees on broad- 
casting stations designed to help 
finance the cost of the war. In ad- 
dition, the CBC has begun close 
scrutiny of buyers of new radio sets 
as a war precaution. Meanwhile, 


| pected to 


| 
notified to make no mention of the|dresses of all persons buying radio 
war on their programs. 
The new fees on stations are ex- 
increase revenue from 


merely that dealers were charged 
with seeing that purchasers held 


$4,250 to $26,000. Based on popula- | licenses. 


some of the confusing regulations | 
recently issued have been clarified, | 


so that use of Canadian stations by 
American advertisers continues as 
usual. 


Saget 


These advertisers have been | 


tion served, the scale provides for | 


payment of $50 to $500 by 100-watt | Jsgesg College Papers 
stations and from $100 to $700 for | Winthrop Shoe Company, a 


those of 250 to 1,000 watts. The) > anch of International Shoe Com- 
new schedule has a top of $10,000 | ace 


. pany, St. Louis, will use 40 college 
for 50,000-watt stations, apparently | newspapers in a test campaign this 
designed to cover future develop-|month through National Advertis- 
ments, since the highest powered| ing Service, New York. Westhei- 
private station in Canada is the|mer & Co., St. Louis, is the agency. 
15,000-watt Winnipeg station oper- | SSS 
ated by Manitoba’s publicly owned | WNOE Increases Power 


telephone system. The scale for | ee ‘ ; ; 
this power is from $3,000 to $4,000. | ME payee eke re ry eters, hee 


Under the new regulations, radio | Communications Commission to in- 
dealers are required to provide the| crease its power from 100 to 250 
government with names and ad-| watts. 


McMillan to Address 


|receivers. The previous rule was| 


Chicago Marketers 


George S. McMillan, secretary of 
| the Association of National Adver- 
| tisers, will be the featured speaker 
|at the opening of the 1939-40 sea- 
son of the Chicago Chapter, Amer- 
ican Marketing Association. The 
meeting is a luncheon gathering, 
scheduled for Sept. 26 at the Stev- 
ens Building restaurant, Chicago. 

Mr. McMillan’s subject will be 
“The Government Moves in on Dis- 
tribution.” 


Name Sawyer-Ferguson 
The Press and Times-Herald, 
Newport News, Va., have appointed 


New York, as national representa- 
tive. 


ee 


Some men prefer their women “wild, weak and 
willing’ —but even they can’t help admiring 3 
magazine that points out youth’s straight, but no! 
“narrow,” path to good living—and gets awa) 
with it! The Ladies’ Home Journal starts with 
the teen-age Sub-Deb who reads her mother’ 
magazines, It gives her what she wants— just 4° 


it gives mothers, shoppers, homemakers, and (3° 


Ladies’ Hon 


Sawyer-Ferguson-Walker Company, 
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Remington Pays 
Druggists $3 for 


Typewriter Leads 


New York, Sept. 21.—Remington 
Rand, Inc., is meeting with enough 
success in selling typewriters 
through drug stores to justify con- 
tinuation and expansion of the plan, 
according to experts in the trade. 
The company launched this idea 
after Royal Typewriter Company 
had experimented with drug store 
distribution in a limited way. 

Royal’s test was confined to Chi- 
cago, where it was proposed to 
make independent drug __ stores 
actual dealers. Some 50 stores in- 
stalled displays and made efforts to 


| sell the high-unit merchandise, but 
|the number gradually was reduced 
until only about ten now sell Royal 
portables. In most cases, these 
stores have sent men to training 
| schools, thus equipping them with 
|}expert knowledge of the typewriter 
business. 

Remington Rand utilizes the dis- 
play facilities of the drug store 
without asking for actual sales abil- 
ity, its primary motive being to get 
leads, which are turned over to 
regular typewriter salesmen. For 
each lead converted into a sale, the 
druggist gets $3. Remington Rand 
is said to be using the plan on a 
national basis, though estimates as 
to the number of druggists cooper- 
ating vary widely. Chain stores 


have been apathetic to the proposal, 


preferring to concentrate their 
efforts on standard drug store mer- 
chandise. 


New Book Evaluates 
‘Manufacturers’ Agents 


Walter A. Allen, sales promotion 
consultant of New Haven, Conn., 
is the author of “Effective Dis- 
tribution through Manufactur- 
ers’ Agents,” a book arguing the 
merit of this type of selling as op- 
posed to a company staffed sales or- 
ganization. Mr. Allen tells how, 
when and where manufacturers’ 
agents can be of value to companies 
seeking to cut sales costs and yet 
increase selling efficiency. 

Portions of the book appeared 
previously in Industrial Marketing. 


It is priced at $1. 


men say) career-women what they want. It calls 
a spade a spade—but not the way a man would 
understand it. In many matters, a man’s view- 
point is quite different from a woman’s. It is 
the same with magazines. The Journal doesn’t 
straddle these two points-of-view. That’s why it’s 
the magazine women believe in—why things 
happen when the Journal comes out! 


OUR 


THE MAGAZINE WOMEN 


BELIEVE IN 


DeSoto Publishes 
. 

People and Places” 

The first issue of “People and 
Places,” new monthly magazine 
sponsored by the retail dealers of 
the DeSoto division of Chrysler 
Corporation, Detroit, made its ap- 
pearance last week. 

The magazine has a paid-in-ad- 
vance subscription list of 420,000, 
paid for by dealers, and will not 
accept advertising. 


Names Geyer, Cornell 


| Atlantic Products Corporation, 
| Trenton, N. J., has appointed Geyer, 
|Cornell & Newell, New York, to 
|handle advertising of its golf bags 
land luggage. The agency is now 
preparing a Christmas campaign on 
Val-A-Pak travel bags. 


@ not just the 
. Department 
Journal for 


| IN NEW POSTS 


W. L. Marshall 


Homer McKee 


Homer McKee to 
Blackett-Sample 
as Vice-President 


Chicago, Sept. 20.—Homer Mc- 
Kee, veteran copywriter and agency 
executive, has resigned as _ vice- 
president of Erwin, Wasey & Co. to 
accept a similar post with Blackett- 
Sample-Hummert, it was learned 
here today. 

Mr. McKee, best known as a copy 
}man on several well - remembered 
|national campaigns, started his own 
|agency in Chicago in 1917 and op- 
erated it continuously until merg- 
ing with Erwin, Wasey in February, 
1938. A year later he was named 
manager of the office here. 

Among the accounts which have 
been under his direction are those 
of the Link-Belt Company, Bunte 
Brothers, Allstate Insurance, Her- 
cules Life Insurance Company, plus 
much consultant work for Sears, 
Roebuck & Co. One of Mr. McKee’s 
best known copy jobs was an in- 
stitutional series for the Link-Belt 
Company in 1937. One insertion 
alone in this series, titled “God’s 
|Country,” achieved a plus circula- 
‘tion of 2,000,000 copies over and 
/above the number of readers who 
|}saw it in magazine form. 
| Robert McKee, son of Homer Mc- 
| Kee, remains with Erwin,.Wasey 
'& Co. 

W. L. Marshall, who as vice- 
president of Erwin, Wasey, has 
been sharing administrative duties 
with Mr. McKee, has been named 

eneral manager of this agency’s 

icago office. 

The appointments are éffective at 
once. It was also announced that 
there would be no change in the 
existing line-up of accounts now 
handled by the two agencies. 

Mr. Marshall spent 20 years with 
the Victor Talking Machine Com- 
pany and its successor, the: RCA- 
Victor Company, serving as adver- 
tising manager and then as director 
of advertising and sales promotion. 
He entered the agency field in 1933, 
joining the G. Lynn Sumner Com- 
pany as vice-president. 

He left this agency in 1937 to 
join Erwin, Wasey and was trans- 
ferred to the Chicago office early 
this year. 


Gross with KFWB 

Jack O. Gross has been named 
general manager of KFWB, Holly- 
wood. 


Diversity of Industry 

and lack of violent 

business fluctuations 
make 


BALTIMORE 
the ideal “TEST” CITY 


ON THE NBC RED NETWORK 


i ———— a Reo os anes 
3 P| 
: ' dite 7-4 tiene 
. if \ % ‘ Be 
_— ————————————————_— ‘ Toy 
j AC TT EE w. sh... 
: ————————— Pe 
| RTE -—- = = a 
{ ibis sae agp — 2. Apes = a ee "Mia 
= ca oe os 
| : _ Oe a ‘se . otake Z oie: 
7.4 es a i: lai Ea 
a —- ey Pes 2 
4 ae id i *y , : . o See 4 ‘ : 2 
J sal Pon ce ' . | ; r a ei 
eee i he } 
ct SAY ~ Y ad Fan 7 
wat ) see ME pie: Et : 
. = eee me ej — 
: ore , HOUsan, SS i — Mey ' 
| 5 hms y t take, SOF ao, . 
| A then, 244 Wo r _—— foe a 
4 jes ais al Sit Naga . MEN : : + 
GF 4 7 F. Most down Zine ~ WAN <3 SQ ? | iia 
a aloe ect and ppc Deioyg “, 
a " 2 en, Y sub; rit be]; M . 
— 2 - Year, Th Je © for 7 l€Ve ; ORE 
a 4, F ~ th, They a whe that ; 195, 709 2 to ." 
‘ . | _ n at is b m ;* 
al P- a 4, ~~ hed Were ne only Journ Near “ okey ake a a 
y/ Tigh Okey Wwillj Wan al re nd d 8 on “= ee 
A — m t~ 4 8 are NE to ted Ader, 5. ln 
8 a a e i 1 oe i 
Th; * $44 te Xtr, ilo nee ; | 
ad in 300 » @ mo, ati , 
eS, eit ang___, One tion 
PpPen bus; in t y to ; . Be 
y 7 a8 w Mes, . heir Set at 
V . 4 Are, x 4 q * 7 fae — 
1 * » an oy ’ =e % , : a 
4 id Saat . 
— j , = tee aay - a SS ie 
\, 7 ve le ‘ 
and } — \ehe h : ; 7 li a se ‘ a sia ae | 
ng a \aa, Ve wao. | ital saniee 
nol ' | is Bs ih | — ge aa 
jwa) a ‘ ae z a 
with : all cs : | 4 : 2 ‘ | ne - 
st as res 4 y ‘¥ , 7 : ; 
just PART OF THE SERVICE a | | 
Buried at the bottom of a Journal spread on 7 e 
college clothes Was this line, “Send us 4 stamp E a 
and we'll tell you where you ca” find these é 4 
} 1 p clothes.” From every State in the Union women IN ; 
have written “Where can 1 buy them?” letters. BALT) » 
2094 of them! Journal editors er each one , TMORE = 
ee — . | 3 y 
| giving store names 11 every ‘ : \” 2 
fF : East, where the sale can be _ i SS 4 a 
stores all over the country wee 5 } — 
special promotion. Things happen! é 
= pce iia ax <9 
a j ARD PETRY & on ——S— af 
- ; Fa DS be 5 ee os . 
a no % ‘ Peay we ? aes “3 re 
i » ¥. — a . “a F iiak 7 
ee a a a s# 


mee Ay 


16 


ADVERTISING AGE 


September 25, 1939 


Direct Mail Case 
Studies fo Feature 


Annual Conclave 


Varied Industry Repre- 
sentatives to Join in 
New York Gathering 


their views of the mail they re- Agency Adds Menadier 


ceive. 
Afternoon departmentals will in- Bennett, Snow & Walther, Inc., 


re Bennett, Walther & Menadier, Inc., 
Publishing Company; Herbert Mer-| with the addition of Arthur M. 


cready, Magnus Chemical Com-| Menadier as an equal owner in the Initial Promotion 


| sas : ” ith kin 
Wabash Bulbs for the point thet esianey Ged bulbs 


have “hot spots,” which do not 
it to , . ‘ 
clude talks by John Sweet, Poor’s Boston, hes changed is name Home Use Get permit even diffusion. 


First National Promotion 


Although the new bulbs have 


pany; Preston E. Reed, Financial | agency. 
Advertisers Association; and Joseph | 


Levine, Grey Advertising Agency. Joins Victor Adding 

Knox Armstrong has been ap- 
pointed manager of sales promotion 
Roberts Publishing Corporation, manager of Victor Adding Machine 


‘er Company, Chicago. He was for- 
New York, has begun publication of merly advertising manager of Wil- 


“Resort World” Bows 


a monthly business paper for resort 


owners called Resort World. son Brothers, Chicago. 


New York, Sept. 20.—Wabash Ap- 
pliance Corporation, which has 
registered a phenomenal sales vol- 
ume on its Superflash photographic 
bulbs since their introduction about 
three years ago, will try to repeat 
its merchandising success in the 
home illumination field, it was 
learned this week. 

The company’s entry in this 


been on the market since early this 
year, the current campaign is Wa- 
bash’s first national promotion for 
the lamps. The initial magazine 
schedule calls for insertions in Col- 
lier’s and The Saturday Evening 
Post, supported by space in busi- 
ness papers and dealer helps. 

The campaign on  Superflash 
bulbs, which has been growing 


—a - be ttt 2S a ett [Oe 


New York, Sept. 20.—A series of |“ pe ins “Country Life” highly competitive market is an in-| steadily in photographic publica- 
brass - tack departmental sessions, Spur Adds Burr : - If Coyk os te edvere side-frosted bulb which throws a|tions, has now reached its peak, 
featuring case histories of success- James Burr, formerly with ropu- wy ne generar gO rertgg ng white light that is completely dif-| with about 20 such magazines on 
; ? Por une lar Science Publishing Company, |tising manager of Stage, New York, fused. Thi lity of the bulb will|the list. 7. J. Maloney is the 
ful direct mail applications, are| ew York, has joined the sales staff|has been appointed advertising di- | fused. is quality of the bulb wi e ‘ ee 3 y 


slated to highlight the 22nd annual | o¢ Spur, New York. 


convention of the Direct Mail Ad- 
vertising Association, to be held 
here Sept. 27-29. | 

Other convention features will be 
the announcement of the Fifty Di- 
rect Mail Leaders of 1939 at the an- 
nual banquet, Sept. 28, and an ad- 
dress by Willard M. Kiplinger, 
president of the Kiplinger Wash- 
ington Agency, at the luncheon 
meeting on opening day. 

L. Rohe Walter, advertising man- 
ager of the Flintkote Company and 


DMAA president, will open the con- 
vention with the keynote address, 
to be followed by Frank L. Egner, 
assistant vice-president of McGraw- | 
Hill Book Company and convention 
program chairman. E. J. Poag, as- 
sistant general sales manager of the 
Dodge division, Chrysler Corpora- 
tion, will wind up the session with 
a presentation of management’s 
viewpoint on direct mail. 


| 
| 


Spotlight on Public Relations 


The Wednesday afternoon pro- 
gram will be devoted to public re- 
lations, and will include talks by 
Howard M. Allen, Johns - Manville 
Corporation; James P. Selvage, Sel- 
vage & Smith; E. B. Weiss, Grey 


rector of Country Life, New York.! be promoted to consumers as “light | agency. 


® The first of three articles 


And major paradox of all—a nation second only 
to the U. S. in industrial development, but with 
negligible industrial resources. Here are de- 
scribed the two four-year plans, designed to make 
Germany blockade-proof in food and materials 
and war industries. In other words, preparation 
for totalitarian war, which takes in everything and 
everybody. FortTuNE for October estimates the 
successes and shortcomings of the plans, their 


costs in shoddy Ersatz goods, lowered living stand- 


ae 


Advertising Agency; and Charles R. | 
Wiers, DeLong Hook and Eye Com- 
pany. 

Direct mail in the European | 
market will be discussed by Arthur | 
Chadwick, Chadwick-Latz, London, | 
at the opening session on Thursday. | 
Others scheduled are Elton John- | 
son, Clark Locke, Ltd., Toronto; | 
S. L. Banks, McCaskey Register 
Company; and Burton Lee Trodson, 
Mid-States Gummed Paper Com- 
pany. 

Thursday afternoon departmen- 
tals on better letters, house organs, 
circulation promotion and_ social | 
service will be led by Robert K. | 
Orr, Wolverine Life Insurance Com- 
pany; Kenneth E. Cook, Standard | 
Oil Company of New Jersey; J. E. 


on Germany shows you the industrial machine ards, health, nerves—and liberty. Much of the ma- 


Goring has built to fight the present terial in this article was smuggled 


war. Explains the economic para- past Nazi censorship and all the 


doxes of a profit system bossed by facts have been checked and cross- 
army generals, a labor shortage checked as far as possible. GEr- 
with few wage rises, a consumer- MANY I: “We ARE LIVING IN A 


goods scarcity with stable prices. Fortress.” Page 55. 


? | 
ow can. 5. ck el emp WHAT THE WAR HAS DONE ALREADY 10 U.S. OPINION | © 


¢ Seventeen prominent men sat for a whole 
weekend at ForTUNE’s Round Table—bankers, 


Associates. 

On Friday, James W. Bryan, U. S. 
Treasury Department, will tell how 
Uncle Sam sells baby bonds by mail, 
and Henry Obermeyer, Consolidated 
Edison Company of New York, will 
explain how a public utility uses 
mail advertising. The morning pro- 
gram will end with a dealer, pur- 
chasing agent and housewife giving 


° iately W k The ForTUNE Survey was q 
ee ee ae | labor union executives, farm organization offic ees oor ee 
ing Company; and Maurice P.| 7 a ; ready with a questionnaire to measure the first terrific impact : 
Neighbor, Maurice P. Neighbor & | ers,company presidents, legislators, economists. , 


These men dug into the causes of the continued 
widespread unemployment in the U. S. They 
discussed and argued for three long sessions. 
Despite their conflicting interests and points of 
view, they discovered an “area of agreement” on 
the deterrents now working against full employ- 


on Public Opinion. From this Survey you will learn what 
Americans really want Congress to do about the arms 
embargo—where the isolationists stand now in public 
esteem—which side Americans hope will win the War— 
which side they think will win. When you read it you may 


ment and the measures that should immediately ’ - , 
revise your guess on America’s chances of staying out. 


be taken to remove them. The complete report 
is in Fortune for October. Page 41. 


JEANNA: AMERICA'S $1,600,000 SWEETHEART 


* Producer Joe Pasternak says she’s worth “$10,000,000 


cold cash.” For Universal she has yielded at least twice 


$ 


ing V 

ere buy 

—wh uperade ‘ 
r 


production costs on each of her five pictures. Of the 
$1,600,000 she will have earned for herself before she’s 
21, Miss Durbin will keep a mere $475,000. Striking the 


wholesome and virginal note in mass entertainment has 


become big business—complete with a tangle of law suits, 
contracts, budgets and the garment industry. FoRTUNE for 
October. DEANNA DurBIN. Page 66. 


Photo by Robert Mack 
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Tax Octopus 
Bars Recovery, 
Says Curtis Chief 


New York, Sept. 19.—The tempo- 
rary prosperity resulting from a 
European war is far from the true 
solution of the American problem, 
Walter D. Fuller, president, Curtis 
Publishing Company, told the As- 
sociation of Ice Cream Manufactur- 
ers of New York State at the Hotel 
Pennsylvania last week. 

“This is the time to put cur house 
in order,” said Mr. Fuller. “We 
not only need quickly to solve our 
problems of unemployment and ex- 
cessive taxation, but there must be 


a complete cessation of efforts to set 
class against class. 

“We must expose and attack 
those who are hoping to undermine 
our whole system of production and 
distribution. We must oppose vig- 
orously those who are trying to put 
business in a straitjacket with un- 
reasonable demands of standardiza- | 
tion and grading, and we need to 
turn the white light on those who 
are disseminating unfair propa- 
ganda against business and mer- 
chandising in more than 3,000 
schools and colleges.” 

Mr. Fuller asserted that the 
United States now carries the heav- | 
iest tax burden in the history of | 
any country, with one-third of the 
national income going back to the 
government. This is the primary 


obstacle in the way of prosperity, 


he said. 


IRNA Re-elects 


Philadelphia Man 


Samuel R. Rosenbaum, president 


of Station WFIL, Philadelphia, was 
re-elected chairman of Independent 
Radio Network Affiliates during the 


closing session of its recent conven- 
tion in Chicago. 

Mr. Rosenbaum has been in such 
intimate touch with problems of 
the affiliates that the stations felt 


|it would be unwise to change lead- 


ership. 
To Majestic tic Radio 
J. P. van Horn has been ap- 


pointed advertising manager of Ma- 
jestic Radio & Television Corpora- 
aa. Chicago. 


Two Plead Guilty on 
Tire Indictments 


The Columbia Better Business 
Bureau has announced that two 
companies, of those indicted last 
month for alleged false advertising 
of automobile tires, have pleaded 
guilty. Each paid a fine of $25 and 
costs. 

The two companies were Meyer 
Hoffman, doing business as the Tire 
Mart, and the Western Auto Sup- 
ply Company. 


Abbott Starts Agency 


L. R. Abbott, for the past two 
years account executives with Stev- 
ens, Inc., Grand Rapids, has opened 
an advertising and merchandising 
agency under his name at 410 As- 
sociation of Commerce bldg., Grand 
Rapids, Mich. 


ALLIED CHEMICAL DOESN'T DREAM DREAMS 


¢ When Allied started off in 1920 it was America’s 
company in one of the most exciting industries—chemicals. 
Today, though chemicals is still a leader among the pioneers 
on the frontier of science, Allied has become a technological 
Tory. Its laboratory work has been reduced to little more 
than cost-cutting research. It has slipped to second place in 
assets, third in sales. Since Allied’s formation its secretive 
genius, Orlando Weber, has seen to it that the public gets the 
minimum of information about Allied. But Fortune for 
October pieces together the most complete lay picture of 
Allied ever presented. ALLIED CHemicaL & Dye. Page 45. 
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Photo by Robert Yarnall Richie 


AMERICA WILL DECIDE THE PEACE: 


* The ultimate problems of World 
War II will be the problems of peace. 
Whether the decision will be for 
liberty or for statism depends not on 
the belligerents, say the Editors of 
FORTUNE, but on whether the U. S. 
continues to live by its libertarian 
frontier principles. And what that 
depends on is examined by the Editors 
in Tue U. S. Frontier. Fortune for 
October. Page 84. 


A NEW KIND OF SURVEY: BUSINESS OPINION 


¢ Applying the technique of THe 
FORTUNE SuRVEY, ForRTUNE under- 
takes a series of inquiries into the cli- 
mate of Business Opinion. Page 52. 


ARE THE DEMOCRATS A PARTY? They are 


split into more and odder sub-groups 
than at any time since 1860. ForTUNE 


dissects the elements. examines the 


problems the party faces for 1940, 
introduces the personalities. Page 70. 


THE MYSTERY OF W2XMN— 
RADIO BOMBSHELL majo. 


Armstrong’s FM (frequency 
modulation) is on the verge 
of causing a technological 
revolution in radio — one 
that will scrap 40 million 
radio sets and $75,000,000 
worth of broadcasting 


ber. Page 86. 


equipment. What the Major 
has had to cope with is one 
of the great dramas of mod- 
ern science. REVOLUTION IN 
Rapio. Fortune for Octo- 


PORKIES PARADE 


appetites and uchling polases why 
thew peculiarly deflerent flavor 

Year ater year Catshell Mowntann 

Pure Pork Sousage are bewer because 

they're made from the pik of the 


omy years, 
ia the Good Old American Way 


FORSTS Jmcr 
Calshel Mima AU SAGE 


Pure Pork Sousege — You'll like the flavor 


© 8 Gor) murecree 


These little piggies cheerfully sacrificed 

themselves, not for the AAA, but for 

Forst Packing Company which used 40 

Eastern newspapers to tell sausage eaters 

of the “sixty-seventh appearance” of a 

palate tickling treat. Frank Best & Co. 
is the agency. 


Porkies Glorified 
in Forst Packing 
Humorous Copy 


New York, Sept. 19.—Substitut- 
ing a humorous appeal for its pre- 
vious straight selling copy, Forst 
Packing Company has broadened 
its advertising efforts this fall with 
a campaign embracing 40 newspa- 
pers in New York, New Jersey and 
Connecticut, as well as an outdoor 
poster showing. 

The opening insertion in the new 
drive was headlined “Here Come 
the Porkers.” A pig decked out as 
a drum major illustrated the theme. 
Copy pointed out that “Good tasting 
sausages, back again for the sixty- 
seventh time, whetting appetites 
and tickling palates with their pe- 
culiarly different flavor,” are ready 
to add zest to meals. 

Subsequent insertions in the cam- 
paign will include other products of 
the 70 in the company’s line. Frank 
Best & Co. is the agency in charge. 


Upper Income Families 


Best Hair Tonic Market 


Families in the upper and middle 
income groups buy 80 per cent of 
the hair tonic sold by New York 
City drug stores, according to a 
survey just completed by the New 
York Times. The 17 per cent of the 
families in the upper income bracket 
account for 36.9 per cent of the 
sales of leading hair tonic brands; 
the 37 per cent of families in the 
middle group account for 42.6 per 
cent; and the 46 per cent of low 
income families supply the remain- 
ing 20.5 per cent of the market. 

Upper income families usually 
buy hair tonic in sizes of 70 cents 
or more, middle income families are 
the heaviest buyers in the 35 to 60 
cent price range, and low income 
families prefer 10 cent sizes. The 
survey covered sales of Vaseline, 
Vitalis, Kreml, Fitch, Yardley, Pin- 
aud, Lucky Tiger, Wildroot and 
Packers Scalptone brands. 


Bacon Joins “Science” 


John A. Bacon, national advertis- 
ing manager for the past seven 
years of the Buffalo Times, has 
joined Popular Science Monthly, 
New York. 


— 


John J. Gillin, Jr.. Mgr. 
John Blair Co., Representatives 
Owned and Operated by the 
Woodmen of the World Life 
Insurance Society. 
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Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. MN) 


ORIGINAL AND MODIFIED VERSIONS OF ILLUSTRATION 


& 


A, 


BACK TO SCHOOL 
WITH THE 


“WRITE” 
IDEA 


Every student wants a Waterman’s— 
needs a Waterman's! It’s the quality 
pen—more gold in its point than any 
other pen of equal size. Starts instantly, 
without coaxing or shaking—proved by 
40,000 starts and stops on a single fill- 
ing. Combines extra quality with smart, 
modern styling. Go to your dealer today. 


you've ever written. In quality and 
value, you'll agree a Waterman's rep- 
resents the best “buy”. It’s the result 
of 55 years of world leadership. 


See advertisements in Collier's, Life, 
The Saturday Evening Post and Esquire 


Prices start at $3. 


Waterman's 


THE FIRST AND LAST WORD IN FOUNTAIN PENS 


Modesty Prevails 

To the Editor: Your readers may 
be interested in this transformation 
of an alluring young miss into a 
more demure personality. 

The layout at the left is the ad- 
vertisement originally prepared by 
this agency. The one at the right 
is the insertion as it appeared in 
the Christian Science Monitor. 

JAMES LITTLE, 

Chas. Dallas Reach Company, 

Newark, N. J. 
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Finds Prize Offer 


Unfortunately Timed 

To the Editor: Speaking of un- 
fortunate timing, our sympathies 
must be extended to the D. M. C. 
genius who devised the contest an- 
nounced in October issues of wo- 
men’s magazines. The two grand 
prizes dangled before the reader's 
eyes are roundtrip tickets to Eng- 
land and France. 

It is somewhat reassuring to find 
that they are roundtrip tickets and 
not one-way passages to Davey 
Jones’ hangout. However, before 
permitting my wife to enter, per- 
haps you could find out for me 
whether the prizes include’ gas 
masks and bombproof shelters for 
use on arrival. Surely no self-re- 
specting company would offer Euro- 
pean trips with these present-day 
refinements. 

K. W. FAWCETT, 

Luther Ford & Co., Minneapolis. 

v a 
Questions Value of 
“War-Bonus” Circulation 


To the Editor: Your editorial in 


the Sept. 18 issue, “War Bonuses 
for Advertisers,” makes an inter- 
esting bit of good reading. Ob- 


viously, scare headlines, emotional 
treatment of news, imaginary, real 
or fancied, colored all tend to keep 
the public mind at high pitch, eager 
to grasp one or more issues of a 
newspaper, plus the insatiable de- 
sire to hang on to the family radio 
at any and all hours. 


Dash off a few of the smoothest lines 


Whether or not the advertising 


‘eee 


World Famous 
WATERMAN’S 


INKS 
10c 


dollar, in producing a larger audi- 
ence in both newspaper and radio 
publics, reflects itself in greater 
sales and increased interest in the 
products and services of the adver- 
tiser and the sponsor, time alone 
will tell. This fact is obvious; 
since psychological interest is in 
var news, it is not improbable that 
much of the advertising value in 
increased audiences is lost or par- 
tially submerged by the state of 
mind of both the reader and the 
listener. 
W. R. CUNNINGHAM, 
The Legal Intelligencer, Phila- 
delphia. 


ILL-TIMED OFFER 


sZ00000 


: IN PRIZES / 


Sponsored by world- 


famous D+M>C cottons 


2276 prizes including 2Grand Prizes, 
each a Round Trip to England or 
France. For embroidering, crochet- 
ing, needlepoint, knitting and every 
type of art needlework. Prizes also 
for beginners and children: See your 
dealer or write today for information: 
D-M-C CORPORATION, Dept. K, 
111 Grand Street, New York City. 
WORLD-FAMOUS 
D-M-C COTTONS 


Every student wants a Waterman’s— 
needs a Waterman’s! It’s the quality 
pen—more gold in its point than any 
other pen of equal size. Starts instantly, 
without coaxing or shaking—proved by 
40,000 starts and stops.on a single fill- 
ing. Combines extra quality with smart, 
modern styling. Go to your dealer today. 
Dash off a few of the smoothest lines 
you've ever written. In quality and 
value, you'll agree a Waterman’s rep- 
resents the best “buy”. It’s the result 
of 55 years of world leadership. 


See advertisements in Collier's, 
The Soturday Evening Post and Esquire 


SOLD EVERYWHERE - 


Life, 


Prices stort at $3. 


WATERMAN'S 
INKS 
10c 


rman’s 


“THE FIRST AND LAST WORD IN FOUNTAIN: PENS 


Viking Shares Its 
Birthday Cakes 


To the Editor: We recently mailed 
you a carton containing some of 
the birthday cakes now being dis- 
tributed by our client, the Viking 
Freight Company, as souvenirs of 
its 1lth anniversary. These cakes 
are sent annually to shippers, traffic 
men and shipping clerks who are 
patrons or prospective users of the 
company service. 

This is the third year the minia- 
ture birthday cake idea has been 
j}used and, while it clicked from the 
|start, it has become increasingly 
|; popular through the years. In 1937, 
| 2,500 cakes were distributed; 5,000 
|}in 1938 and 12,000 this year. 
| When you consider that the total 
| cost per unit, including cake and 
box, is six cents, you will admit 
Viking is getting a lot of good ad- 
| vertising and good will at very low 
cost. The cakes are prepared and 
| packed by a St. Louis bakery and 
are ordered from day to day as 
| needed, so they will be fresh when 
|delivered. They are shipped by the 
| company’s trucks to cities in its ter- 
ritories. 


OLIVER LIFE, 
St. Louis. 


v v v 
'War Copy, New Style 
To the Editor: There are more 
ways than one for an advertiser to 
get into the news pictures... . see 


the attached phantom picture with 
the stork from the SEP ad flying 
over the Polish village in flames. 
CHARLES LOGAN, 
Station WBBM, Chicago 
[Editor’s Note: Mr. Logan’s 
| “phantom” picture was an AP wire- 
|photo showing a Polish village in 
flames, and more strangely, with a 
|stork en route above the 
bearing a copy of The 
Post instead of the usual 


Saturday 
burden. 


Reassuring “War” Copy 
To the Editor: Attached is a six 
column ad we ran in the Toledo 
Sunday Times last week. We have 
already received requests from 
trade publications seeking to repro- 
duce it as an inspiration to honest 
merchants who desire to bring the 
price bogey man out in the open. 
Copy was delicately handled. It 
did not attempt to fix responsibility 
for increasing markets. It did not 
deny that materials show upward 
movements. It did not condemn. 
What it did do was to reassure 
men of Northwestern Ohio and to 
go on record that as long as Baker’s 
present stocks hold out no‘attempt 
will be made to increase prices. 
FALLIS B. WARNER, 
The B. R. Baker Company, 
Toledo. 
vg+seg? 


Research Waste Riles 
Connecticut Publisher 


To the Editor: I used to do agency 
research work myself but never 
saw a client’s money so wastefully 
expended as last week when a pair 
of young women from a Chicago 
agency came all the way to this 
town in Southeastern Connecticut 
to make a hundred or so house-to- 
house calls with breakfast food 
questionnaires. They had pre- 
viously visited two larger cities, 
one 10 miles away, the other 50. 
That was the extent of their job. 

The agency has a perfectly good 
home office in New York. Does 
such jealousy exist among agency 
offices that these women could not 
have been sent here, 150 miles from 
New York, rather than 700 miles 
from Chicago? If I were a client I 
certainly would not okay the bill. 

EpWARD A. ADLER, JR., 
Mystic Journal, Mystic, Conn. 
vw? 
Kroger Explains View 
on Shopping Guides 

To the Editor: Kroger Grocery & 
Baking Company has adopted the | 
following policy governing use of | 
shopping guides and other free dis- | 
tribution sheets by the advertising | 


departments of the company’s 23 
branches. 

Kroger will not be the first food 
chain in a community to begin ad- 
vertising in a shopping news sheet, 

Kroger will not advertise in a 
shopping guide at all unless the ad- 
vertising of competitors makes such 
a step appear essential. 

In the event such a step seems 
necessary, the branch must furnish 
Kroger’s general office with rea- 
sons for considering the move. The 
case will then be discussed by 
Kroger officials and their decision 
forwarded to the branch. 

PAUL MOONEY, 

General Manager of Public Re- 

lations and Personnel, Kroger 

Grocery & Baking Company, 

Cincinnati. 

vwyY 


Dental Advertisers 
Find It Painful 


To the Editor: “Like pulling 
teeth” is the phrase that aptly de- 
scribes the difficulty being experi- 
enced here these days by advertis- 
ing dentists who are trying to pre- 
pare their copy following inaugu- 
ration of stringent new regulations 
by the Oregon Board of Dental Ex- 
aminers. 

Prohibited under the regulations, 
against which legal action is being 
planned, are such phrases as these: 
“If it hurts, don’t pay,” “teeth with- 
out plates,” “we put the tooth to 
sleep,” “fear of pain is needless,” 
or such phrases as “quality dentis- 
try,” “modern dentistry,” “depend- 
able dentistry,” “quality work,” 
“beautiful dentistry,” “low prices,” 
“prices reduced,” “I save you 
money,” “my costs are less and that 
saving is yours.” 

Use of trade names, testimonials, 
statements indicating a price policy 
or any reference to prices also come 
under the ban. 

The Advertising Federation of 
Portland, new organization of the 
city’s professional advertising men, 
has promised the dentists support in 
the contemplated court battle. 

G. P. W., 
Portland, Ore. 


| 
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| 
| 


| 
| 


flames, | 


Inspection revealed that Sir Stork | 


actually belonged to a Post adver- 
tisement on the opposite page, ap- 
pearing in the news picture only by 
grace of an extra heavy stereo im- 
pression. ] 
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Business Papers 
Receive Awards for 
Unusual Services 


Editorial Achievements 
Cited in ‘Industrial Mar- 
keting’ Competition 


New York, Sept. 22.— Sixteen 
business paper editors today re- 
ceived awards for editorial achieve- 
ment in the second annual competi- 
tion sponsored by Industrial Mar- 
keting as a feature of the closing 
session of the 17th conference of the 
National Industrial Advertisers As- 
sociation at Hotel New Yorker. 
The awards were divided among 
five classifications, a tie in the first 
group necessitating the extra one. 

American Machinist and Machin- 
ery each received a first award in 
Classification No. 1, for the best se- 
ries of articles published during the 
year. In both cases, the series of 
articles were designed to stimulate 
action leading to the improvement 
of army arsenal and navy yard 
equipment. 

Awards of merit in the first clas- 
sification were given to Domestic 
Engineering for a series of articles 
designed to correct certain trade 
abuses in the plumbing industry; 
and to Manufacturers Record for 
a series of articles and colored maps 
presenting statistics concerning the 
physical resources and industrializ- 
ation of Southern states. 


Pick Paper Presentation 


First award for the best single 
article published during the year 
went to The Paper Industry and 
Paper World for “Spots and Specks 
in Paper,” by Murray M. Rubin and 
Milton L. Rubin. In addition to 
many black and white photomicro- 
graphs, the article was illustrated 
by one plate of 46 Kodochrome pho- 
tomicrographs in full color. 

The awards of merit for outstand- 
ing articles were received by The 
Iron Age for an extremely difficult 
reporting job on “Flame Scarf- 
ing’; and to Mill Supplies for “A 
Survey of Today’s Industrial Buy- 
ing.” 

Metal Progress won the first 
award for the best pictorial re- 
porting job with a series of features 
describing various manufacturing 
methods exclusively with pictures 
and short captions. This technique 
in business papers is rapidly follow- 
ing that of the general pictorial 
magazines and considerable inter- 
esting material was entered in this 
classification. Awards of merit for 
pictorial reporting went to Motor 
Age for a series of pictorial in- 
struction articles; and to Power 


for a series of unusual presenta- | 
house hook-ups) 
through the use of symbolic mod- | 


tons of power 


els 


of power equipment. 
First award for the best public 
relations editorial 


BUYERS 
FOR SALE 


We would like to introduce you to 
@ group of 893,170 young buyers who 
have spending allowances of more 
than two million dollars a week .. .« 
$111.646.250 a year to be specific. 
They buy everything that can be 
eaten. applied, dosed. played upon, 
looked at, seen through. saved, used. 
worn—or worn out. They buy what 
they want... and they want plenty. 


We refer to the boys and girls en- 
rolled in 487 High Schools in M4 


states. May we introduce them to 
you? 


SENT FREE .. . Just write “Let's 
have your Catalog” on your letter- 
head and we'll send you promptly 
our 1939-1940 RATE & DATA CATA- 
.OG for the HIGH SCHOOL MARKET 
which will fully acquaint you with 
this group. No obligation. 


Address Richmond Advertising Serv- 
‘ce (Publishers’ Representatives), 26 
Court Street, Brooklyn. N. Y. 


lished during the year went to Fac- 
tory Management and Maintenance 
for its campaign to promote better 
public relations through better em- 
ploye relations. Awards of merit 
were presented to Nation’s Business 
for its campaign to arouse the pub- 
lic to recognize and resist a trend 
toward state control of American 
economic life; and to Railway Age 
for its efforts on behalf of the rail- 
way industry. 

First award for the greatest im- 
provement in typography, format 
and general appearance was re- 
ceived by Modern Lithography. 
Awards of merit for improvement 
went to Automotive Industries and 
Metals and Alloys. 

Presentation of the plaques and 


framed certificates was made by 
Francis O. Wyse, advertising man- 
ager, Bucyrus-Erie Company, South 
Milwaukee, Wis., chairman of the 
jury of awards. Other members of 
the jury included H. H. Simmons, 
advertising manager, Crane Co.; 
Otto M. Forkert, in charge of de- 
sign and layout, Cuneo Press, Inc., 
Wallace Meyer, vice-president, 
Reincke-Ellis-Younggreen & Finn, 
Inc.; and W. H. Evans, president, 
Evans Associates, Inc. The’ jury 
analyzed a total of 284 entries made 
by 125 individual publications. 
The competition for editorial 
achievement by business papers was 
inaugurated last year by Industrial 
Marketing for the purpose of giving 
recognition to business paper edi- 


tors for the great amount of out- 
distinguishable 


standing work, 
from routine, which has featured 


the business press in the past few 


years. 


Buys “Austin Dispatch” 


Ashley Joins Lambert 
Ira Ashley, formerly a program 
director for the Columbia Broad- 


‘casting System, New York, has 


joined the radio department of 
Lambert & Feasley, New York. He 
will be in charge of “Grand Cen- 
tral Station,’ radio program spon- 


J. M. West, Sr., Houston oil man, sored by Lambert Pharmacal Com- 


has purchased the Austin Dispatch, 
Austin, Tex., and will take over di- 
rection Oct. 1. The name will be 
changed to the Austin Daily Trib- 
une but there will be no changes in 
the staff. 


WSYR Adds Harden 


William B. Harden, formerly on 
the advertising staff of the Syracuse 
Journal, has joined the sales staff 
of WSYR, Syracuse. 


pany, St. Louis. 


To Sidener & Van Riper 


Sidener & Van Riper, Indianap- 
olis, has been named to direct the 
advertising of Indiana’s new Divi- 
sion of State Publicity. Monmouth 
Products Company, Cleveland, has 
also placed its account with the 
agency. Monmouth manufactures 
engine bearings, clutch plates and 
parts. 


“That’s a fast one! Here you sug- 


gest running our new campaign 
in NEWSWEEK — and we in the 
advertising department thought 
we'd have to sell you the idea.” 


program pub-| 


—_—=————— 


“Bosh, Bob! Everyone’s coming 
to the same conclusion about 
NEWSWEEK. I see it’s ahead again 
this month — with a linage gain 
of 75% over September, 1938.”* 


*Chief among the reasons for NEWSWEEK’S notable gain record (unbroken for over a year) are 
its high-income, articulate families. A recent Hooper-Holmes study of these families reveals 


average annual incomes of $4,851. Get the whole story from your NEWSWEEK representative. 
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AFA Head Demands 


Energetic Defense 
of Advertising 


Warns Boston Club of 
‘Unscrupulous Attacks, 
Cunningly Engineered’ 


Boston, Sept. 20.—A call to arms 
for the sound, energetic defense of 
advertising against “unscrupulous 
attacks, cunningly engineered,” was 
sounded here yesterday by Norman 
S. Rose, advertising manager of the 
Christian Science Monitor and presi- 
dent of the Advertising Federation 
of America. 

Mr. Rose addressed the Advertis- 
ing Club of Boston at its first meet- 
ing of the season, reiterating many 
of the remarks he made last week 
in opening the season for the Ad- 
vertisers Club of Cincinnati. 

Advertising is on the spot, Mr. 
Rose declared, and is the target of 
attacks from _ several quarters. 
“Some of these attacks are cun- 
ningly engineered by advocates of 
a new social order who know that 
by abolishing or crippling adver- 
tising they would bring us one step 
nearer the destruction of our demo- 
cratic, private enterprise system,” 
he commented. 

Other opponents, he added, are 
unaware that our distribution sys- 
tem would collapse if the power of 
advertising was seriously impaired 
or if its use was sharply restricted. 


Falsity Easily Detected 


“There is less fraud and decep- 
tion in advertising than in most 
other social institutions, largely be- 
cause it is open where everyone can 
see and hear it and criticize it,” he 
insisted. 

Mr. Rose asserted that to give the 
name of “consumer movement” to 
attacks on advertising is inaccurate, 
since there is much in the broad 
consumer movement that is entirely 
constructive and desirable. 

“Unfortunately much of the de- 
structive element has permeated the 
true consumer movement and many 
radical leaders and agitators have 
insinuated themselves into positions 
of control. This is the dangerous 
side of the consumer movement,” 
he said. 

Mr. Rose outlined the four-point 
program for combatting attacks on 
advertising, set up by the AFA. 


Urges Positive Education 


The first point in the program 
calls for positive consumer educa- 
tion. In elaborating on this point, 
Mr. Rose said, ‘What we are greatly 
concerned about is knowing just 
exactly what people are being 
taught in consumer movement 
gatherings. We find that there is 
much constructive material among 
the educational matter used by the 
consumer group. 

“We must help the consumer 
movement develop. constructively 
and we must see that the destroy- 
ers are exposed. As to advertising, 
we must see that consumers have 
the opportunity to know the truth 


Include Historie 
Philadelphia in 
Your Itmerary 


PHILADELPHIA 


social, commercial and amusement life 
centers around this famous hotel geo- 
graphically and traditionally. Its food is 
world-renowned, its service is perfect 


— and rates ore reasonable. 


BELLEVUE-STRATFORD 


CLAUDE H. BENNETT, General Manager 


about advertising—what it is, how | people, a sort of racket. It is our Offers Radio Course 


it works and what it does,” he| 
added. 

He urged all advertising clubs to 
help in this phase of the work by 
participating in consumer activities 
and by disseminating information 
about advertising. 


Urges Community Action 


Community public relations pro- 
grams form the second phase of 
combatting attacks on advertising, 
Mr. Rose continued. Discussing the 
place of advertising in this field, 
Mr. Rose said: “In a merchandis- 
ing sense, advertising has become 
the recognized spokesman for busi- 
ness. The special problem which 
business faces today is at least par- 
tially a merchandising problem and 
there is no department of business 
better equipped to meet them than 
advertising.” 

Investigation of school textbooks 
which attack advertising was urged 
as a third point. “Millions of school 
children are being taught that 
advertising is a bad thing for the 


intention to fight this unfair propa- 
ganda,” Mr. Rose said. He suggested 
that the best medium for combatting 
this problem is the advertising 
club, since local groups can cope 
with such situations more effectively 
than a single national organization. 

A fourth factor in advertising’s 
call to arms is vigilance on state 
legislation. 

“Every harmful measure relating 
to advertising should be brought 
immediately to the attention of 
Federation headquarters where the 
bill will be analyzed. If needed, a 
protest will be prepared, pointing 
out what is wrong with the pro- 
posed measure and presenting argu- 
ments against its adoption.” 


Richards Joins Vestal 


Carl Richards has joined the ad- 
vertising department of 
Chemical Laboratories, St. Louis, as 
divisional advertising manager. He 
was formerly advertising manager 
of James F. Ballard, Inc., and Car- 
radine Hat Company. 


Vestal | 


_|Rotogravure Total 
For the fourth year, the Uni- - 
versity of California Extension Di- Shows Gain of 


vision, San Francisco, is offering a 
ten-week lecture course in radio 9 
advertising, starting Sept. 26. Lind- 13.1 70 for August 
say Spight, John Blair & Co., will| New York, Sept. 21.—Rotogravure 
be the lecturer. linage scored a 13.1 per cent gain 
ene coed in August, according to figures 
Weed Joins Clayden released by Kimberly-Clark Cor- 
R. Merli ‘ poration today. The total for the 
. Merlin Weed, who was vice- th 611.757 line 
president of Rhodes & Leisenring |™M0P%? Was vos Bes 85 Com 
Company, New York, publishers’ | Pared with 540,851 in 1938. 
representative now out of business, A gain in national rotogravure 
has joined A. E. Clayden, Inc., New | was responsible for this increase. 
York, newspaper representative. National linage gained 54.1 per cent 
—_—— with 346,021 lines being reported as 
compared with 224,583 last year. 
Local rotogravure declined 16 per 


Gets Wine Account 

colntnd tiadian-aeth, Dateclt, to cent with 265,736 lines as compared 
ps eget ta | wi gaan in in, Ot tet 
and_ point-of-sale displays will be| ith the balance, 538,604, in mono- 


——- tone. 
Art Gallery to Hamilton a 
Parke-Bernet Galleries, Inc., New Hughes to KOY 


York, has appointed William Irving| Roy E. Hughes has joined the 
Hamilton, New York, to direct its| sales staff of Station KOY, Phoenix, 


account. Ariz. 


Yes, we realize that is a startling statement. But frankly, 
it is not really as startling as the simple facts which prove 
why these 13,000,000 families prefer the NBC Red— 


the network most people listen to most! 
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3.000.000 radi 
to th 


BUT probed into one out of five 
the rural counties in the country 


The Story of “The Other He 


To you who have been judging ne” 
values on the basis of program © 
—to you who have been est 
national program audiences © 


Yes, we made asurvey—and one unique 
in radio research. For the first time, it 
measured the network listening habits 
of people not only in the cities where 
the leading networks have stations — 


BUT in every city in the United States 
of 25,000 and over. Unique—because 
for the first time it explored not only 
that part of the rural audience conve- 
niently located close to station-cities— 


basis of ratings made only in *# 
cities—the results of NBC's stu? 
“The Other Half of the Radio ° 
ence” will reveal facts which ® 
vertiser can afford to overlook. 
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Realistic Hunter 
Features Dobbs 


Fall Promotion 


New York, Sept. 19.—Stepping up 
its advertising program in anticipa- 
tion of a busy season, Hat Corpora- 
tion of America has planned a com- 
prehensive advertising program for 
Dobbs hats which includes maga- 
zines, newspapers, direct mail and 
dealer helps. 

Fall and winter magazine copy 
will appear in Esquire, Field & 
Stream, Life and The New Yorker. 
Some insertions will be in color 
end others in_ black-and-white. 
Newspaper promotion will consist 
of copy placed by dealers. O’Dea, 
Sheldon & Canaday has the account. 


Features Moving Display 


A feature of the fall plans is a 
new moving window display which 
portrays a hunter, in full regalia 
and carrying a gun, against a back- 
ground of autumn foliage. The 


hunter shoots a pheasant every 20 
seconds, and the bird falls realisti- 
cally. 

Dobbs December advertising will 
feature gift certificates, which are 
credited with making December the 
best month in the year for hat 
sales whereas it formerly was the 
worst. The headline of the Decem- 
ber Esquire insertion will read 
“Merry Christmas to All and to All 
a Good Hat.” The gift certificate 
is pictured in a miniature hat box, 
and copy points out that a hat is 
the solution to the “what to give” 
problem. 


Bealer Named 


Alex W. Bealer has been ap- 
pointed exclusive sales representa- 
tive in the Southeast for Edwards 
& Deutsch Lithographing Company, 
Chicago. He will make his head- 
quarters in Atlanta. 


New Post for MacCarthy 


Harold F. MacCarthy has joined 
Terrill Belknap Marsh Associates, | 
New York, as account executive. | 


THESE 13,000,000 FAMILIES WHO 
“LISTEN MOST” TO NBC } 
TRY THAT NEW DESSERT*, NOW! 
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READER COST IS ONE-FOURTH OF A CENT 


“Good Housekeeping” nape 
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Wellington Sears Company devotes most of this color spread in Good House- 

keeping to selling Martex towels. Unusual, however, is the footnote for "students 

of advertising,” telling just what the pages cost the company to correct any 

mistaken idea that consumers may have. One-fourth cent per reader is the figure. 

Subsequent copy will appear in six women's magazines as Christmas promotion, 
but the footnote is a one-time shot. 


WANT TO 


NUTMEG/GINGER| MACE | SUGAR} NUT- CITRON! RAISINS 


| ’ ' “fp fa lour 


*Speaking of desserts 


Kraft-Phenix Cheese and Standard 


Brands’ Royal Desserts have been on the NBC Red Network 


exclusively since 


1933—General Foods’ Jello since 1936! 


amilies listen most” 
BC Red NETWORK 


‘*ttisers and agency men who have 
rd the story agree that here is no 
Notional exploiting of “another 

but for the first time a fac- 


Dres¢ 


Network means a greater nation-wide 
audience for your program than the 
same rating on another network! 


single advertising medium in the world. 

Perhaps that also explains why a 
majority of the leading programs — 
day and night—are on the Red—and 


tation of why and how radio 
the way it does—the ABC’s of 
iismission—the translation of 
‘olts and listening habits into 
= and profits. How to evalu- 
etwork against another —sta- 

y station. Why daytime coverage 
‘completely from night-time cov- 


"hy a CAB rating on the Red 


May We Tell You the Story? 
We believe the fact that 13,000,000 
radio families listen most to the Red 
Network, means a bonus of tangible, 
extra sales results for Red Advertisers. 
Perhaps that explains u hy 79 national 
advertisers spent over $31,000,000 on 
the NBC Red Network last year— more 
money than was spent in any other 


why this has been true every year since 
network broadcasting began. 

May we tell you the important rea- 
sons why the NBC Red is the network 
most people listen to most? 


NBC Red NETWORK 


The network most people listen to most 
NATIONAL BROADCASTING COMPANY 
A RADIO CORPORATION OF AMERICA SERVICE 


Martex Offers 
Consumers Tip on 


Advertising Costs 


New York, Sept. 20.—A simple, 
direct statement to consumers on 
the cost of national advertising has 
been incorporated by Wellington 
Sears Company in its full-color 
spread in Good Housekeeping for 
October, thus marking a new ap- 
proach to the problem of correcting 
widespread public misinformation 
of promotion budgets. 

The insertion, which promotes 
Martex bath towels, concludes with 
the following: “Note to students 
of advertising: This advertisement 
is two bleed pages in four colors. 
It costs less than one cent per copy. 
It is generally accepted that the av- 
erage copy is read by four women— 
making a cost of less than one- 
fourth cent per reader. In other 
words, the cost to reach four read- 
ers with an ad like this is less than 
the cost of a penny post card.” 

Norman E. Horn, general man- 
ager in charge of advertising, ex- 
plained the novel footnote as in- 
tended to inform readers that “ad- 
vertisements of this kind offer us 
the least costly method of visualiz- 
ing our product in color to millions 
of women.” 


Enlightens Housewives 


The insertion bearing the refer- 
ence to the cost of advertising is a 
one-time shot, according to H. M. 
Billerbeck, of Alley & Richards, the 
agency in charge. Subsequent Mar- 
tex copy will appear during a 
Christmas promotion in six wom- 
en’s magazine, but it is not ex- 
pected that the footnote will be 
employed again. 

Mr. Billerbeck declared that to 
his knowledge this is the first time 
that an advertiser has devoted a 
part of his copy to explaining the 
cost of promotion to consumers. He 
expressed the hope that other ad- 
vertisers and publications would 
follow the precedent. 

The copy itself tells how Good 
Housekeeping helped solve the 
towel problem of a typical mother. 
The recommendations of Good 
Housekeeping Institute are featured, 
and the new Martex line pictured. 
Mr. Billerbeck pointed out that 
there is no connection between the 
insertion and the magazine’s pres- 
ent case with the Federal Trade 
Commission, since the copy was 
prepared and placed before the FTC 
action was taken. 


Tests College Papers 
Parker Pen Company, Janesville, 
Wis., will conduct a test campaign 
in college newspapers for Quink 
through National Advertising Serv- 
ice, New York. Blackett - Sample- 
Hummert, Chicago, is the agency. 


To Frankel-Rose 


Frankel-Rose Company, Chicago, 
has been named to handle the ac- 
counts of Lem-Pet, Inc., Chicago, 
Twill shampoo, and Nu-Dell Mfg. 
Company, Chicago, household spe- 
cialties. 


N IMPOSING group of successful 
advertising executives find this 


a lucky number. It enables you to use 
a service consisting of ad-setting, en- 
graving, printing and creative ability 
—all under one roof .,". Specially 
trained men are always On their toes 
to serve you so well that you will come 
back again, We can lighten your bur- 
dens —and at the same time produce 
better and more profitabl¢ -printing 
for you—at a saving of time, trouble 
Phone Wabash 7820. 


and money. 


FAITHORN 


CORPORATION 


AD SETTING « ENGPAVING + PRINTING 
$04 SHERMAN STREET. CHICAGO « WARASH 7826 
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22 ADVERTISING AGE September 25, 1939 
. . | UPWARD TREND : 
Automotive Linage | NEWSPAPER LINAGE SHOWS Dole Pineapple 
, *¥ AUGUST 1939 - 1938 LOSS GAIN Company Woos 
Is Pacemaker in Pert ~~» -w 0 w _» » «| Its Home Folk 
2 5.5% Honolulu, T. H., Sept. 19.—A 
: valet , double - barreled campaign, aimed 
Cwspaper alin GENERAL 2.9 primarily at winning the good will 
AuToMoTIvE 33.9 of its neighbors, but also making a 
: oe bid for patronage of the thousands 
Reseed Seen, Sept. 19.—WHh every | FINANCIAL 1204 of ann to the islands, has been 
po ge vom bint age = TOTAL Di SPLAY 6.3 ’ inaugurated by Hawaiian Pineapple 
Pe oo  aereemner oe 1.5 Company in Honolulu newspapers. 
leading cities in August increased CLASSIFIED ° Each advertisement will occupy 405 
a "me ne “ ym ge _ TOTAL ADVERTISING Sel lines and the copy will appear at 
a HOCOGS, SC., TEpPOrVea wUay. frequent intervals during the re- 
Total display aggregated 69,410,348 DEPARTMENT STORES 4.5 caahar of ts ous, . 
lines last month, compared with | The chief message in the initial 
65,293,494 in August, 1938. Au- JANUARY | To AUGUST 31, 1939 - 1938 advertisement was addressed to 
gust advertising volume was con- | residents of the islands: 
siderably ahead of July, 1939, scor- | “In the last fiscal year, ending 
ing better than a normal gain and | RETAIL 2.3 | May 31, 1939, we purchased more 
the percentage advance over Au-| GENERAL 004 | than $4,150,000,000 worth of prod- 
gust, 1938, was the best of the year, | ucts and services from four hundred 
with the exception of June. Au- PUTONET IVE ol | companies located in the Territory. 
gust was the sixth consecutive | FINANCIAL 7.9 We are glad to do business with our 
month in which newspaper linage | TotaL DisPuay 2.6 neighbors and take this occasion to 
has gained. thank them for their fine coopera- 
Automotive Gains 33.9% CLASSIFIED 0.9 tion.” 
utomotive Gains 33. . ‘ 
7 ToTAL ADVERTISING 1.8 A postscript added: a a ; 
Automotive copy provided the a ; “The opportunity an uty o 
feature of August newspaper ad- ee ae wet every business is to serve the true 
vertising, amounting to 3,512,310) -30 -20 “10 0 10 20 30 40 interests of its community. Our 
lines, or 33.9 per cent over the | goal, therefore, is to insure in every 
2,622,568 placed a year ago. Re-| 


tail gained 5.5 per cent; general, 2.9 
per cent; financial, 12.4 per cent; de- 
partment stores, 4.5 per cent, and 
classified, 1.5 per cent. 

The generally improved figures | 
of the recent past place linage for 
the first eight months of the year | 
2.6 per cent ahead of 1938 in total 
display. Classified is 0.9 per cent 
behind 1938 and general is 0.4 per 
cent below. All other classifications 
show a gain, amounting to 2.3 per 
cent for retail; 18.1 per cent for 
financial; 2.1 per cent for depart- 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing - Mimeographing 
THE LETTER SHOP, Inc. 


440 So. Dearborn St, Wabash 8655 


CHICAGO 


This classification breakdown, prepared by Media Records, covers 52 cities and shows comparative linage for August, 1939, 


and August, 


ment stores, and 1.8 per cent for to- 
tal advertising. 


New Leaders Appear 


A number of new leaders have 
appeared in various classifications 
for the first eight months of 1939. 
The Chicago Tribune, which was 
in second place in general advertis- 
ing in weekday morning papers a 
years ago, has climbed into first. 
The Chicago Daily News has dupli- 
cated this feat in general advertis- 
ing in weekday evening papers, and 
the New York News has taken first 
place in automotive advertising in 
weekday morning papers. 

The Hartford Courant has as- 
cended from second to first place 
in financial advertising in Sunday 


we have no used pian os’’ 


In which we tell of the power of Oregonian Radio 
Station KEX to make sales for United Piano Company 


@ Tuning up an effective radio sales program for used 


pianos is a matter of getting the right idea, the right station, 


and sticking to a consistent schedule. United Piano Company 


of Portland had the right idea 


when they developed a three 


time a week demonstration broadcast direct from their 


showroom. And United had 
selected KEX. 

H. T. Howell, of United 
happened: 


the right station when they 


Piano Company, tells what 


“KEX has pulled our sales cost down and pushed our 


sales volume up. Time and time again we have cleared the 


floor of used pianos by means of our broadcasts, and we 


have also shown a big increase in the sale of new pianos. 


KEX is doing a splendid job.” 


Ni fueh 


MORAL: Hitch your radio program to KEX or KGW 
and watch the Northwest sales roll in. 


620 KC 
5000 WATTS DAYS 
1000 WATTS NIGHTS 
NBC RED ai cR sats 

New York Chicago Detroit 


RADIO STATIONS OF THE 


omen 


1180 KC 
5000 WATTS 
PORTLAND - OREGON CONTINUOUS 
—EDWARD PETRY & CO. INC. NBC BLUE 
St.Louis Sanfrancisco Los Angeles 


1938, as well as for the first — months 


papers. The Detroit Free Press now 
leads in new passenger car adver- 
tising in weekday morning papers, 
while the Philadelphia Bulletin has 
achieved the same ranking in the 
automotive classification in week- 
day evening papers. 


Wine Sales Gain 
Attributed to 


Grower's Drive 


Los Angeles, Sept. 19.—Results of 
the campaign launched earlier this 
year by the California Wine Advis- 
ory Board are already evident to 
the growers, the Los Angeles Ad- 
vertising Club was told today. 

Arthur C. Farlow, vice-president 
of J. Walter Thompson Company, 
| the agency handling the drive, told 
the club that wine consumption in 
| this country had increased 15 per 
cent during the first six months of 
the year and that a sizable portion 
|of this gain could be traced to the 
| growers’ promotional efforts. 
| He also revealed the results of 
|}a national survey recently com- 
pleted on alcoholic beverages. The 
survey showed that 15 per cent of 
those queried are morally opposed 
|to alcoholic beverages; 12 per cent 
| just don’t drink; 20 per cent pre- 
fer hard liquors; 32 per cent are in- 
| frequent wine consumers; 14 per 
|cent are regular consumers of wine 
li in small amounts (nine gallons per 
year per family): while 5.6 per cent 
| were found to consume 36 gallons 
of commercial] wine plus 13 gallons 
of homemade wine per year. 


California Heads List 
Charles Levitt, Los Angeles man- 
ager of Charles R. Stuart, Inc., and 
chairman of the meeting, bulwarked 


| Mr. Farlow’s figures with others 
relating to geographical allocation 
of the national wine output. He 


|said that six states in the union 
consumed 43,000,000 of the 67,000,- 
000 gallons produced. California 
headed the list with an annual 
consumption of 20,000,000 gallons. 
Others in the order named were 
New York, Illinois, New Jersey and 
Louisiana. 
California, 


it was estimated, 


duces 90 per cent of all the wine 
/made in this country. 
Two Join Compton 

Pierce DeGross, formerly with 
Theis & Simpson Company, New 
York, and John Rynd have joined 


the media department of Compton 
Advertising, New York. 


Ross Shifts Magee 


Frederick G. Magee, formerly 
|assistant production manager, has 
been appointed to the research sales 
| staff of Ross Federal Research Cor- 
| poration, New York. 


of each year. 


” GE Adopts 
Committee Plan 


of Merchandising 


New York, Sept. 19.—Charles E. 
Wilson, executive vice-president of 
the General Electric Company, to- 
day announced the appointment of 
a new committee to assume re- 
sponsibility for the policies and co- 
ordination of General Electric ad- 
vertising. Chester H. Lang of 
Schenectady, advertising manager 
of the company, is chairman of the 
committee and in this capacity will 
serve as a member of Mr. Wilson’s 
staff in connection with advertising 
and publicity matters. 

Other members of the committee 
are B. W. Bullock of Bridgeport, 
Conn., recently named as adver- 
tising manager of the appliance and 
merchandise department of the 
company, and H. F. Barnes of 
Cleveland, sales promotion manager 
of the lamp department. 


Names Story, Brooks 

Story, Brooks & Finley, Inc., New 
York, has been appointed national 
advertising representative of the 
Herald, New Britain, Conn. 


Started 
1933 =) 


Dole product those priceless quali- 
ties which will be worthy of the 
fame of Hawaii and bring added re- 
wards to its people.” 

A few lines addressed to tourists 
invited their attention to Schofield 
Barracks as worthy of inspection. It 
was described as the only post in 
America housing a complete di- 
vision of the United States Army. 


Runyon with Buchanan 


Jack Runyon, for 13 years with 
Lord & Thomas, has been appointed 
West Coast radio director of Bu- 
chanan & Co., Hollywood. The 
agency has opened a San Francisco 
office at 406 Montgomery street, 
with Ray Randall, formerly of 
Westco Advertising Agency and ad- 
vertising manager of California 
Prune & Apricot Growers Associa- 
tion and Sun Maid Raisin Growers 
Association, in charge. 


O’Brien Elected 


Jack O’Brien has been elected 
president of the San Antonio Ad- 
vertising Club, succeeding Richard 
Laughlin, advertising manager for 
Sears, Roebuck & Co. there, who 
was recently transferred to Hous- 
ton. Waldo Reininger succeeds Mr. 
Laughlin at Sears. 


Wright in New Post 


Robert S. Wright, formerly asso- 
ciated with Ken, has joined the Chi- 
cago sales staff of Popular Science 
Monthly. 


INDUSTRIAL ~, del ne 


What" 5 New 


“IEN’S” THE SPOT! 


WHERE 51,448 ACTIVE PLANT OPERATING MEN 


pro- 


IN THE LARGER PLANTS IN ALL INDUSTRIES 


LOOK FOR THEIR OPERATING NEEDS. 


Result of this exclusive “LOOKING FOR” reader usage 


is results for advertisers from standard units of space 


costing only $79 to $85 a month. 


More coverage and more advertising action than offered 


by any other publication of similar circulation. 


PROOF? 


DETAILS? 


More than 375 advertisers for September. 


Write for “THE TIEN PLAN”. 


THOMAS PUBLISHING CO., 461 Eighth Avenue, N. Y. C.- 
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SHE'S GOT THAT OLD FEELING 


Juvenile Energy 


Vo MORE 
SERVINGS 


’ RICH IN VITA 


Keys H-O Drive 


for Fall Season 


New York, Sept. 19.—Simultane- 
ous arrival of cooler weather and 
the hot cereal season in the next 
few weeks will be the signal for a 
new drive on H-O oats in 45 news- 
papers throughout New York, New 
Jersey and New England by Hecker 
Products Corporation. 


2, will also include advertising of 
Presto self-rising cake flour. 


MIN Ba 


Poster type copy in Eastern newspapers ties in with the arrival of colder weather 


and the hot cereal season. It also tells 


plus vitamin BI in the H-O Quick Oats of Hacker Products Corporation. Erwin, 
Wasey & Co. is the agency. 


that there are one-third more servings, 


Earnings of 
Advertisers 


L. C. Smith-Corona 


Report shows net income of $344,- 
698 for the year ended June 30, 
compared with $473,211 in the pre- 
vious year, a drop of 27 per cent. 
Sales increased to $12,058,107 or 1.2 
per cent, compared with $11,914,195 
in the preceding year. 


W. A. Sheaffer Pen 

For six months ended Aug. 31, 
net profit amounted to $243,298, 
compared with $164,243 for the first 
half of 1938. This is an increase 
of 48 per cent. 


Clorox Chemical 

For the fiscal year ended June 30, 
net income ‘totaled $379,666, an in- 
crease of 15.3 per cent over $329,- 
050 for the preceding year. 


Remington Rand 

Net profit was $150,332 for the 
quarter ended June 30, compared 
with $93,152 in the June quarter of 
last year. This is a gain of 70.4 
per cent. Net sales totaled $10,098,- 
336, against $9,612,940 in the same 
quarter last year, a rise of 5 per 
cent. 


Phillips Packing 


Report shows net loss of $116,749 
for six months ended June 30, com- 
pared with loss of $289,476 for the 
first two quarters of 1938. 


Burroughs Adding Machine 

For six months ended June 30, 
net profit totaled $1,359,687, com- 
pared with $2,037,807 for the cor- 
responding period in 1938, a de- 
crease of 33.2 per cent. 


W. T. Grant Company 

Report shows net income of $769,- 
934 for six months ended July 31, 
compared with $154,890 for the like 


1938 period, an increase of 398 per 
cent. Sales aggregated $45,467,934, 
against $41,904,307 in 1938, a rise 
of 8.5 per cent. 


as 

Celotex Corporation = 
Net profit for the quarter ended 

July 31 amounted to $436,000, com- 

pared with $161,319 in the corre- 

sponding period a year ago, a gain 

of 170 per cent. Net sales aggre- 

gated $3,701,000, against $2,360,000 

in the like 1938 period, a gain of 

$1,341,000 or 56.8 per cent. 


WOR 


Addressograph-Multigraph 


Net profit for seven months ended 
July 31 shows net profit of $588,101, 
compared with $686,165 in the cor- 
responding period last year. 


Household Finance 


Net profit totaled $2,961,484 for 
the first half of the year, compared 
with $2,072,115 for the first six 
months of 1938. 


Four to Address 
Piano Sales Clinic 


Those attending the second an- 
nual Retail Piano Sales Clinic Oct. 
9 in Chicago will hear addresses by 
Mrs. Christine Holbrook, associate 
editor of Better Homes & Gardens; 
Arthur E. Tatham, vice-president 
of Young & Rubicam; Thomas A. 
Lowery, advertising counsel of the 
Chicago Daily News, and Philip 
Maxwell, director of the Chicago 
Tribune Music Festival. 


Issues Radio Catalog 


Radio Wire Television, Inc., New 
York, has issued its 1940 master 
catalog, containing 188 pages. The 
company manufactures Lafayette 
home, portable and automobile 
radios and accessories, and equip- 
ment for servicemen and television 
experimenters. 


Gets Paint Account 


Berry Brothers, Detroit, manufac- 
turer of paints, varnishes, enamels 


copper, lead and zinc, 


and lacquers, has placed its account oe payrolls 
with Fred M. Randall Company, appy. 
Detroit. 


FLY-BY-N 


NEED APP 


Gre seeking an account executive to 
executives of this agency. 

man will work with agreeable peop 
nty-live year old organization 

vill need to meet these qualifications 


1st be a finished agenc 
nust be a 


who 


J agency man. 


ved 
rill be 


n 


i are seeking a 
m to wo in the m 


ence, giving all det 


ner you have 


NO STUFFED SHIRTS, 


WISHFUL THINKERS 


man, experienced in all phases of agency practice. 
ood thinker who understands the functions of business management 
is able to sell an advertiser off of advertising as well as on it. 
he must be able to think as a management engineer as well as an adver- 


be able to show that he wears well with clients by bringing with him 
tT two accounts which he has served over a period of years 
-e with these accounts will be considered more important than the billing 


expected to sell, service, write and prepare plans for both prospective 
21 accounts and ‘‘double in brass”’ 


remuneration will be based on all factors involved 
t applied by agencies whose main interest is the amount of billing a man 
rols. And it will not be fixed periodically or 


connection that will be permanent; that will allow you ample 


tils about yourself and references who are capable of 


in this territory. 


IGHTS OR 


unique in all America. 


> ae | 


supplement our service and work with 


le, in a small, compact, well financed, 
In 
His length of 
for and with other members of this 
It will not be the usual 


limited by his present billing. 


found most productive, write us in full 


LD‘S) 
- non-ferrous smel! 


Right in the middle of the Salt Lake 
Market Area is the world's largest smelt- 
ing center for non-ferrous metals. 


prices, are keeping mines busy, furnaces 
growing — and _ merchants 


Smelting, however, is just one of the 
diversified activities that yield an average 
of $673,345,243 in new wealth each year 
The three quarters of 
a million people who live here comprise 
a responsive, able-to-buy market that's 


| Poster-type copy, depicting chil- 
dren in various energy-consuming 
| pastimes, such as roller skating and 
| bicycle riding, 
| times weekly in 70-line space. 
| slogan of “1/3 more servings” will 
| be featured, and the trade-name 
|H-O worked into headlines such as 
'“Feelin’ Her Oats,” with the H and 
| the O in large letters. The Presto 
‘copy, calling for 100 to 300-line 
| insertions, points out that Presto 
i\“has the right type and _ right 


The promo-| amount of baking powder and salt 
tion, which starts the week of Oct.| already mixed in it.” 


Several new territories will be 
| opened for the cake flour this sea- 


will appear three | 
Al 


son by means of a special] deal in 
which a box of Presto will be given 
away with a package of H-O. Cali- 
fornia and the Philadelphia terri- 
tory are the principal areas where 
the deal, a revival of one used sev- 
eral years ago, will be promoted. 
Erwin, Wasey & Co. is the agency. 


“Rochester News” Ends 


The Evening News, Rochester, 
N. Y., suspended publication Sept. 
15. The paper was started in July, 
1938. Frank McShane, publisher, 
said publication might be resumed 
after changes in the capital struc- 


ture. 


stores from the 
LARGEST. 
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Silver, 


with ascending city 
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Unique in the fact that despite its wide 
geographical area, it is as closely unified 
commercially and traditionally as a single 
Unique in the fact that it is sub- 
stantially served by one metropolitan 


newspaper medium—The Salt Lake Trib- 


coverage. 


a logical "A 


=e y= — " eggs peels ere an MORNING AND SUNDAY ' 
ge Crain, the publisher of Advertising Age, will verify the worth and 
3 of this agency National Representatives: 
Box 1893, Advertising Age, Chicago REYNOLDS.-FITZGERALD, INC. 
a 


une-Telegram, one of the first four Amer- 
ican dailies in percent of statewide home 


That's why more and more advertisers 
consider The Salt Lake Tribune-Telegram 
schedule medium. 


The Salt Lake Tribune Salt Lake Telegram. 


EVENING ONLY 


Color Representatives: 


Member, ASSOCIATED WEEKLY 
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Export Advertising 
Held Key to U. S. 
Trade Expansion 


Observers Anticipate 
World-wide Boom for 
American Products 


New York, Sept. 21.—The same 
principles of advertising which gov- 
ern the maintenance and expansion 
of sales volume in domestic mar- 
kets are applicable in foreign mar- 
kets, it was pointed out here last 
night by H. N. Elterich, head of his 
own agency which specializes in ex- 
port business. 

Advertisers have been slow to 
appreciate this fact, he said, be- 
cause sales in foreign markets have 
come so easily. Competition has 
now forced export advertisers to 
lend the same careful thought to 
the promotion of _ international 
markets as they have been doing 
in this country, it was pointed out. 

Mr. Elterich spoke at the first of 
a series of six world trade dinners 
sponsored by Advertising Women 
of New York. Other speakers were 
Lucy Goldsmith, foreign trade con- 
sultant, and S. F. Woodell, advertis- 
ing manager, Packard Motors Ex- 
port Corporation. 


Substantial Volume Exists 


To prove that the export market 
is a profitable one for those Ameri- 
can companies which actively seek 


this type of business, Mr. Elter- 
ich referred to the recent financial 
report of Colgate-Palmolive-Peet 
Company, which showed that 25 
per cent of Colgate’s business came 
from foreign markets and that 40 
per cent of its profits were gained 
through this endeavor. 

Advertising by American export- 
ers in foreign markets has proved 
so profitable that many foreign dis- 


|tributors refuse to assume repre- 


sentation of U. S. products unless 
guaranteed substantial advertising 
support, he said. He enumerated 
a number of reasons why American 
advertising abroad is so successful. 

One of these reasons is that Amer- 
ican products, as well as American 
customs, have an assured accept- 
ance in most foreign lands. Our 
modern packages attract purchasers 
among natives who like our bright 
wrappers. Another reason is that 
most advertising by local companies 
in these markets is sub-standard as 
compared with American copy. 

The character of foreign media is 
another important reason for the 
success which exporters have had, 
he said. Newspapers, which are the 
primary medium abroad, offer a 
considerable degree of selectivity of 
market, with practically no dupli- 
cation of circulation. Magazines in 
foreign countries are still far below 
the American standard, but have 
made rapid progress in some na- 
tions. Particularly in Australia, 
England and South Africa, women’s 
magazines are becoming a valuable 
advertising medium. A dearth of 
business papers is one handicap to 
export advertisers, he said. 

Mr. Woodell, who is president of 
Export Advertising Association, 
discussed automotive export adver- 
tising and foreign media. He ex- 
pressed pessimism as to the future 
of his own business, saying “I’m 
afraid we are in for tough sled- 
ding.” Automotive exporters will 
concentrate on the Latin American 
market, he indicated. 

Miss Goldsmith stressed the im- 
portance of foreign trade as a 
major factor governing domestic 
prosperity. She declared that war 
may even cause a boom. 


The “isolationist” 
gets a break 


Isolation or separation of advertisements in a 
newspaper, means “visibility”—which, in turn, 


means greater 


newspaper. 
worth-while policy in 
advertiser share the 


news content 


paper. 


TORONTO IS A “TELEGRAM” CITY 


“selling effectiveness.” 
naturally entails the use of more reading matter 
and adds greatly to the cost of producing a 
Nevertheless it 


benefit. 
importance to space-buyers to know that the 
of The Evening Telegram is 
greater than that of any other Toronto news- 


This 


is considered a 
that both reader and 
It is of vital 


THE EVENING TELEGRAM 


Largest Classified Linage in Canada 


TORONTO 
New York: Dan A. Carroll 


77 


CANADA 
Chicago: John E. Lutz 


Getting Personal 


Slated to be the next commander of the American Legion’s Ad 
Men’s Post in N. Y. is Cecil C. Agate, a.m., Piel Brothers brewery... 
Frank A. Conolly, merchandising manager, Oakite Products, Inc., is 
spending a month in California... 

William S. Paley, boss of Columbia Broadcasting System, has a 
broken nose, the result of an automobile mishap. . . If Winchell has 
the right dope, it will be wedding 
bells for Ralph McA. Ingersoll, 
former Time executive now plan- 
ning a new Gotham daily, and 
Laura Hobson, Time’s ad copy 
chief. . . 

Howard D. Williams, v.p. 
and gen’l mgr., Erwin, Wasey & 
Co., flew to Ireland last weekend 
via Pan American Airway’s Dixie 
Clipper. He expects to return. 
soon with a first-hand account of 
how war is affecting advertising 
in Britain and on the Conti- 
nent. .. 

Warren M. Barrington, of 
Johnson & Johnson, is working 
his head off to insure the success 
of the 16th advertising and sell- 
ing course, sponsored by the 
N. Y. Ad Club. . . H. P. Johnston, 
v.p. and gen’l mgr., Station 
WSGN, Birmingham, vacationed 
in Guatemala this summer and 
reports that cities he visited 
there are as unpronounceable as 
those headlined in war dispatch- 
es from Poland... 

Will and A. J. Townsend, the 
27-pointers who are now partners 
of Calkins & Holden, were profiled in The New Yorker in a yarn 
which reveals that they made a million dollars out of the Tom Thumb 
golf craze... 

Leonard Dreyfuss, chairman of the board of United Advertising 
Agency, Newark, was the guest speaker before the Allentown, Pa., 
Rotary Club, Sept. 15. The meeting was held at the plant of Lehigh 
Advertising Company, which Mr. Dreyfuss heads. . . 

O. C. Harn, former managing director of Audit Bureau of Circu- 
lations, was among the early arrivals in Manhattan for the National 
Industrial Advertisers Association conference. . . Raymond Sullivan, 
v.p., Ruthrauff & Ryan, has purchased an eight-room house at Scars- 
dale... 

Dick Borden, director of sales promotion, Borden Company, 
turned entrepeneur to stage a sales symposium to start off the fall season 
at the Sales Executives Club of N. Y. He was aided by Gene Flack, 
trade relations counsel, Loose-Wiles Biscuit Company; L. H. Wilson, 
Eastern s.m., Burry Biscuit Company; Louis H. Brendel, asst. s.m., 
Manning, Maxwell & Moore, Inc.; and Al Stadtmiller, s.p.m., Borden’s 
farm products division. . . 

Rosita de Fernandez, who has a collection of other Spanish names 
which she doesn’t use, is secretary to Sherman K. Ellis. She was the 
subject of a feature story in the N. Y. Mirror the other day which 
revealed that she crashed the ad- 
vertising business five years ago 
by writing a letter to heads of 25 
leading agencies, proclaiming 
herself the ‘“‘best secretary in 
New York.” She won 11 inter- 
views by the letter. . . 

Edward Collins, v.p., Wm. H. 
Rankin Company, has returned 
after an eventful trip to Europe. 
He motored through Germany 
and Poland in August, and was 
personally advised by Ambassa- 
dor Biddle to leave Warsaw. En- 
route home on the Statendam, 
the ship detoured to pick up 250 
survivors of a British boat which 
had been torpedoed... 

Howard O. Peterson, promo- 
tion manager of Station WOW, 
Omaha, won’t have much spare 
time this winter, since he will 
serve as instructor for the Uni- 
versity of Omaha Adult Educa- 
tion class in commercial radio... 

To stage the presentation of 
the new 1940 Apex streamliner 
washer and put on the Apex Ro- 
tarex Corporation’s annual sales 
representatives’ show, C. W. Smith, Apex g.s.m., and Lee Wood, 
account executive for Meldrum & Fewsmith, left Cleveland Sept. 21 
for the West Coast... 

Star-gazing is the hobby of William T. Tieman, space buyer of 
Atherton & Currier, New York agency. , Starting with a five-inch 
reflecting telescope, which he made himself, he later built an eight- 
inch telescope of the same type which weighs 350 pounds and which 
took two years to complete. He is now working on one twice this 
size. .. 

Fred Laws, the soft spoken but efficient Minneapolis s.m. for 
KSTP, is busier than the, proverbial one-armed paperhanger these 
days. He’s handling the “Special Days” and program committee work 
for the Minneapolis Centennial celebration, is putting out a souvenir 
program and in addition takes a hand in the publicity. . . 

Cornelius T. McMahon, assistant a.m. of the Springfield Daily 
News, has passed the Massachusetts bar examinations. .. Mr. and Mrs. 
Carl A. Baumgartner (department manager of Thompson-Koch Adver- 
tising Company, Cincinnati) recently celebrated their 25th wedding 
anniversary. . . 

Sept. 1 marked more than the outbreak of European hostilities 
for G. Gordon Herslet, v. p. of Anfenger Advertising Agency, St. 
Louis, as a young daughter also arrived on that date. . . 


Edythe Fern Melrose, manager of WJW, Akron, and Forrest U. 
Webster, manager of sales development for Union Metal Mfg. Com- 
pany, Canton, O., were married Se pt. 21 in Akron. . . 


ENGLISH HUMOR 


Wa. 


The smiling Hunchback of Notre Dame, 
otherwise known as Charles Laughton, 
seems to be enjoying the humorous 
anecdote he's just finished telling Jack 
Smalley (left), head of the Los Angeles 
office of Batten, Barton, Durstine & 
Osborn, and Mr. Laughton's luncheon 
companion on the RKO lot. 


YACHTSMEN ALL 


One of the most enjoyable sessions of 
the Continental Agency Network conven- 
tion was that held at the Milwaukee 
Yacht Club by (left to right) Bob Arndt, 
John Falkner Arndt & Co.; John Mc- 
Carthy, Hughes, Wolff & Co.; Frank 
Casey, LaPorte & Austin, and Elmer 
Horton, Horton-Noyes Company. 


——— 


Bronx Cheer 
Glorified in 
Dee-Tee Coupons 


Cleveland, Sept. 20.—Giving busi- 
ness paper readers the opportunity 
to talk back to a salesman just as 
they would in real life, the “smart 
aleck” coupon has been developed 
by Circo Products Company, manu- 
facturer of Dee-Tee Solvent Vapor 
Cleaner for car differentials. Tests 
in papers reaching the service field 
have justified continuation of this 
wisecracking coupon, according to 
John Stephen, of National Industrial 
Advertising. 


Based on Psychology 


The use of such a coupon is based 
on the psychology that once the 
prospect has gratified the impulse 
to let off steam by signing and 
mailing the coupon, he can hardly 
confess later that his interest was 
merely academic. Mr. Stephen also 
believes the language of the coupon, 
couched in terms often affected by 
service station men, touches a 
spring of interest. 

One coupon says: “Listen, if 
what you say is true, every service 
station would have a Dee-Tee Solv- 
ent Vapor Cleaner. You wouldn’t 
try to kid me, would you? Go 
ahead, try and make me buy one.” 

One previously used was just as 
unorthodox, remarking succinctly: 
“I don’t believe it, s’help me. You’ll 
have to make it plainer and give 
me facts and figures—show me how 
it works.” The prospect was also 
asked to lead with his chin by 
divulging the name of his jobber. 


Ski Tog Campaign 
Is Harbinger 
of Winter Weather 


Portland, Ore., Sept. 20.—Out 
here they begin preparing early for 
winter, as evidenced in campaign 
plans released today by Hirsch- 
Weis Mfg. Company for its White 
Stag ski togs. 

Copy, using the same theme as 
in last year’s drive, “Ski Tested on 
the Nation’s Highest Peaks,” will 
appear in December and January 


issues of The Coast, Esquire, 
Mademoiselle, The New Yorker, 
Sunset, Vogue and You. One and 


two-column insertions are contem- 
plated. In addition to this general 
list, the schedule includes Ameri- 
can Ski Annual, California Ski 
News, Ski Bulletin and Ski Illus- 
trated. 

All magazine copy will carry a 
reproduction of the White Stag Ski 
Shop marker which is displayed by 
dealers of the line. New this year, 
the markers are made of rustic-pat- 
terned wood with the trademark 
painted in white on a brown sur- 
face. A brilliant poster, created by 
Phil Von Phul, has also been re- 
produced in lithograph form for 
additional dealer display. 


Wells with Eureka 


Edward P. Wells has been ap- 
pointed vice-president and general 
manager of Eureka Vacuum Cleaner 
Company, Detroit. 


Davis Joins Martin 

Lowry W. Davis has joined the 
staff of Robert E. Martin, Atlanta, 
public relations counsel. 


— — 
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No change in programming or 
policy. Better service to Met- 
ropolitan New York including 
its 6,982,635 foreign citizens 
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September 25, 1939 


ADVERTISING AGE 


Industrial Copy 
Progress Traced 
at NIAA Session 


(Continued from Page 1) 
chell, Frick Company; H. S. Van 
Scoyoc, Canada Cement Company, 
Ltd.; secretary - treasurer — Ralph 
Louis Towne, Surface Combustion 
Corporation. 

The meeting reached its climax 
today at the closing session when 
Ww. D. Murphy, advertising mana- 
ger, Sloan Valve Company, peinted 
out the challenge and opportunity 
facing NIAA in pioneering to de- 
velop industrial marketing as a 
science. 

Mr. Murphy’s challenging address 
capped a series of talks on all 
phases of advertising and selling to 
industry which made up one of the 
most successful meetings NIAA has 
ever held. Sixteen clinic gatherings, 
at which the fine points of indus- 
trial marketing were explored thor- 
oughly, highlighted the conference. 


Re-education of Advertisers 


The basic problem of the business 
paper today is not so much the sell- 
ing of an individual publication as 
the re-education 
of advertisers on 
the nature and 
function of the 
medium asa 
whole, Ben Duf- 
fy, vice - presi- 
dent, Batten, 
Barton, Durstine 
& Osborn, told 
the conference. 

“Without this 
understand- 
ing,” he said, 
“buying prob- 
lems seem insig- 
nificant. “Unless advertisers have 
the jurisdiction, the reasons, and 
the technique to take advantage in- 
telligently of the business paper 
market, they will not spend the 
money or have a desire to use this 
money in business paper space.” To 
emphasize the need for an educa- 
tional job, he pointed out that the 
volume of space bought in business 
publications in 1938 amounted to 
only $18,300,000, against $28,000,000 
in 1930. 

The main ingredient in a business 
paper, to be emphasized at all times, 
he declared, is the editorial content. 
Circulation should be judged solely 
on the magazines’s readership, and 
circulation gained by reaching out 
for “secondary” markets will even- 
tually prove to be uneconomical 
both to the publisher and the ad- 
vertiser. It is usually better, he 
said, for a paper to be edited with 
the view of limiting the circulation 
rather than expanding it. Such a 
policy gives an advertiser a selec- 
tive audience that he can find in no 
other medium. 


Ben Duffy 


More Readership Surveys 


Mr. Duffy expressed the hope 
that more work would be done in 
e matter of readership surveys by 
business publications. While a tre- 


INDUSTRIAL ADVERTISING EXECUTIVES GATHER FOR ANNUAL CONVENTION 


Here and there at the Hotel New Yorker with the Advertising Age cameraman: 
(1) A. R. Keene, Pneumatic Scale Corporation; H. E. Van Petten, B. F. Goodrich 
Company; C. U. Fauster, United States Advertising Corporation; Theodore Marvin, 


Hercules Powder Company. (2) Mayor 
tioneers welcome. (3) At the speakers’ 


Johns-Manville Corporation; J. A. Horton, Federal Trade Commission. 


Knisely, retiring NIAA president. (5) G. 
Age: W. K. Beard, Jr., Electrical World. 


Corporation; Roy J. Hard, Sweet's Catalog Service; V. C. Hogren, Acme Steel Com- 


Fiorello H. LaGuardia bids the conven- 
table — Raymond Moley; E. A. Phoenix, 
(4) Stanley 
H. Griffiths and L. V. Rowland, Hardware 
(6) Ralph L. Towne, Surface Combustion 


ing Company. 


Mfg. Company. 


mendous amount of research has 
been done among radio listeners, 
and newspaper and magazine stu- 
dies have furnished the agency man 
with information that eases his ad- 
vertising problem, business paper 
research of this type has hardly 
been touched. One of the main 
problems to be answered by such 
studies, he said, is not only who 
reads the magazine, but the relative 
importance of readers to the indus- 
trial buying picture. 

The BBDO executive credited 
the entrance of the advertising 
agency into the preparation of indus- 
trial copy with contributing much 
to the value of the white space pur- 
chased in business publications. He 
stated that one of the great faults in 
the use of this medium has been 
under rather than over-advertising. 
He also declared that many compa- 
nies are not taking full advantage of 
the opportunity which a business 
paper campaign affords them to 
enhance the value of their more ex- 
pensive consumer efforts. 

This afternoon’s closing session 
was featured by the presentation of 
20 panel awards in the annual con- 
test for best campaigns. Bronze 
plaques were presented to the presi- 
dents of the companies whose ad- 
vertising was cited by the awards 
jury and certificates of merit went 
to the advertising managers re- 
sponsible for the winning entries. 
Industrial Marketing’s “Copy Chas- 
ers” also made independent selec- 
tions of outstanding campaigns, and | 
the publication rewarded 16 busi- | 
ness paper editors for outstanding | 
editorial achievement. 
Page 19.) 


Cramer to Speak 


Paul M. Cramer, director of re- 
search for Campbell-Ewald Com- 
pany, will deliver the principal ad- 
dress that the annual meeting of 
Agricultural Publishers Associa- 
tion, Oct. 18, at the Hotel Stevens, 
Chicago. 


Noakes Elected V-P. 

Edward Noakes, for eleven years 
with the agency and its predeces- 
sor, Frank Presbrey Company, has 
been elected vice-president of Cecil 
& Presbrey, New York. 


CAPPEL, MAC DONALD & CO., DAYTON, OHIO 


DIT @ NEW YORK @ CHICAGO @ ST. LOUIS @ CLEVELAND @ LOS ANGELES @ DALLAS 


_ TO HELP YOUR DISTRIBUTORS IN 


THE SMALL TOWN MARKET 
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pany; Howard Rose, Buchen Company; Claude B. Riemersma, Architectural Record; 
C. L. Williams, Sweet's Catalog Service; T. 
(7) E. G. Middleton, Joy Mfg. Company; E. H. Fisher, Unicast Corporation; F. H. 
Thompson, Simmons-Boardman Publishing Company; Roger A. Poor, Lavender Print- 
(8) A. E. Hohman, Blaw-Knox Company; Terry Mitchell, Frick Com- 
pany; J. F. Sweeney, Walker & Downing; 
(9) H. D. Payne, Chicago Molded Products Company; H. W. 
Fortey, Warner & Swasey Company; H. K. Klein and N. L. Hanna, Cincinnati 
Milling Machine Company; John J. Rowell, Guardian Electric Mfg. Company. 


K. Almroth, Owens-Illinois Glass Company. 


G. A. Sawn, Jr., Westinghouse Electric & 


Jordan Has New Post 


James Jordan has joined the ad- 
vertising department of the Port- 
land Daily Journal of Commerce. 
He was formerly on the advertising 
staff of the Portland News-Tele- 
gram, now suspended. 


Justrite to Foley 

Richard A. Foley Advertising 
Agency, Philadelphia, has been ap- 
pointed to handle the account of 
Justrite Company, Rochester, N. Y., 
manufacturer of a line of products 
for the care of household pets. 


| Lewis Named 


John Lewis, advertising and mer- 
chandising manager of Studer 


Photo Company, San Antonio, has 
been named area supervisor for the 
1940 United States census in that 
district. 


keting—the ‘marketing encyclopedia of 
—will go to press in a few days. 


| executives for almost 20 years. 


This Assures You § 
of Your Copy 


HE 1940 Market Data Book Issue of Industrial Mar- 


industry” 


This big book, filled with statistical and research 
material covering market and publication data on every 
field of trade and industry, has been the indispensable 
assistant of thousands of sales, advertising and agency 


Here, in one volume, handy to use and with material 


easy to find, is a condensed, yet statistically complet. 


(Details on 


picture of the basic facts covering every industry and 
the business papers covering that industry . . . 


facts that 


help you study markets, set up sales objectives, outline 
advertising campaigns, with an ease and speed not pos- 


sible in any other way. 


The Market Data Book Issue is a regular issue of 


Industrial Marketing, published Oct. 25. 


It goes—with 


12 monthly issues filled with practical industrial selling 
and advertising material—to every Industrial Marketing 


subscriber. The cost for all is only $2—and The Market 


Data Book Issue is not available separately. 


If you want to BE SURE of getting your copy of 
the 1940 issue (only enough copies are printed to take 
care of subscribers) send back the coupon now. 


INDUSTRIAL MARKETING, 100 E. Ohio St., Chicago 


Enter my subscription for one full year, starting with the October 
issue, and including the big Market Data Book Number. to be 
issued Oct. 25. I enclose $2 in full payment. 


Mail This 
Coupon Today 


Z 
= 
3 
e 


~ ead F * 


. a ‘ 


a el 


’ 
! 

! 

! 

! 

1 

! 

! 

suebesseunes sas Gan . 2 
! 

! 

! 

! 

! 

! 

! 


Fs a 
ee TN a — 8 
: _ en . - ——. 
rr 
Zap 
ais: 
# "i a : . re: a >. “4 ; A 7 z ' ; es ee ae a = pe 4 : a ee ftp i - a. a een tt @ 3 
28281 & » Sl ekt-. i €& He 
“a >, Ge nn A es ie 
in —a $. a Beh aaa Re ae ae 
’ ' * 5 > i a a ~ ee _ Fa 5 .- as e. ~~ i eae 
7. s Ww + , 3 ne : ¢ : i 2 ane << 4 , 5 er — = ‘ae. ad co at bee , Z ar gh ti 
6 ~ 3 *) ; “ Si ~ a i . om | . . + 9 Laer Bk aon ie” aes te - . 
" % . i ie 3 4 a i "4 id 
e gilt 
at a 
ly 2 
aS . 
so ff 
n, § 
dy 4 | = , : = = = ——————— — 
é' es PF 7 
if 
ee 
y. - 
n't ee 
en 
Shae - 
ly: 7 
ll 
ive @ 
ow | : é i“ 
lso : 
by 5 Ba ce 
La “ 
r 
Out 2 
for f 
‘ign ee 
;ch- 4 
it a ‘ 
. as is “ 
| on x 
will es 
lary oo 
ire, 
ker, 
and = 
| Maa 
eral io 
Ski | ee 
llus- — 
yal ee 
| Ski 
d by 
year, | ie 
-pat- . 
nark pe | : 
sur- | ee ‘ 
d by ' 
te pS 
| ee 
| ap- ee | | tg 
neral ee P 
7 ee / 
d the Te ae: if 
lanta, a mi; 
' ae $$ = — — ——— — = — ¥ i 
poe ee www ee ee = 
nn . 
! 
YS 1 
; 
lows. | 
| 5 
. | USE oe cee a 2 
t- 1 
ng 7 Ge Coe adccansacans a 
as 1 2 
os Street Address ............ 
—Z on wD <SAmerica’s Greatest Weekly Newspaper \= ———— GE GE BRK cccccccccecss “ 
ay en ee eS ft 


26 


- 2 ie pee er sph bone ge 
it Peden br See rig eee ig a: ee jot 


ADVERTISING AGE 


September 25, 1939 


—— 


Testing Techniques 
Hold Stage at 
NIAA Conference 


Consumer Jury Plan 
Termed Best for In- 
dustrial Copy 


New York, Sept. 21.— The con- 
trolled opinion or consumer jury 
method of copy testing can be ap- 
plied more readily than other sys- 
tems to industria] advertising, S. L. 
Meulendyke, vice-president, Mar- 
schalk & Pratt, told the National 
Industrial Advertisers Association 
conference here this afternoon. 

The agency executive based his 
conclusion on the fact that by this 
method it is possible to determine 
what readers consider to be the best 


copy appeal without a sizable ex- |= 


penditure for space, artwork, com- 
position or engravings. The method 
is so flexible that it can be adjusted 
to almost any group of prospects, he 
added. 

Mr. Meulendyke spoke at a gen- 
eral meeting which was also ad- 
dressed by Ben C. Duffy, Batten, 
Barton, Durstine & Osborn; Prof. 
Ross M. Cunningham, Massachusetts 
Institute of Technology; and L. G. 
Bean, Bristol Company. Attendance 
at the conference reached near rec- 
ord proportions, with 1,000 present. 

In discussing the various methods 
of testing copy, Mr. Meulendyke 
pointed out that the controlled 
opinion test is nothing more than 
an attempt to simulate as closely as 
possible a meeting of some 200 defi- 
nite prospects at which they would 
be asked what type of copy appeals 
to them most. Since getting 200 
prospects together is generally im- 
possible, the test is made by ap- 
proaching prospects personally or 
through mail questionnaires. 


Outlines Procedure 


The Marschalk & Pratt method of 
controlled opinion testing involves 
three steps. First, a number of ad- 
vertisements are prepared in rough 
layout form, including only illus- 
tration, headline and_ signature. 
Second, prospects are approached 
either by interviews or through the 
mails. Third, layouts are ranked in 
the order in which they were se- 
lected by the prospects, with five 
points for each first, four for sec- 
ond, etc. 

Some of the defects cited for this 
method are the heavy demand on 
the creative department of adver- 
tiser or agency, the impossibility 
of testing all layouts where a cam- 
paign involves a large number of 
insertions, the relatively high cost 
of testing in relation to the cost of 
industrial space, and the fact that 
not all types of copy can be pre- 
tested with equal success. 

Mr. Meulendyke also 


discussed 


COLLINS. 
MILLER & 
HUTCHINGS 


INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


the three other popularly accepted 
types of tests. Sales tests, he said, 
are constantly employed for con- 
sumer products but are not used for 
industrial products. The recogni- 
tion test, long used by consumer ad- 
vertisers, has recently been tried in 
the industrial field but is a post- 
publication system which can be 
used only with difficulty. Inquiry 
tests are also fraught with troubles 
for industrial advertisers, for it is 
hard to determine whether the in- 
quiries come from definite prospects 
or from junior readers with no idea 
of buying. 


Camera Tests May Help 


The “eye camera” method of copy 
testing, recently developed by Look, 
is still in its infancy, Mr. Meulen- 
dyke said, “but there is good reason 
to believe that before another year 
has passed we will have another 
good tool to use in this work of an- 
anlyzing advertising appeals.” 

Mr. Bean discussed the coordina- 
tion of advertising and selling, from 
the standpoint of a sales manager. 


He said that a salesman’s active 
selling time is devoted to making 
himself and his products known, 
creative selling, application work 
and order taking. Advertising can 
perform the first two functions and 
help with the third, he said. 

“There are too many instances of 
advertising running in one direc- 
tion and sales effort running in an- 
other, or of each trying to do the 
whole job without the cooperation 
of the other. It is the job of man- 
agement to see that your active 
selling efforts and your advertising 
efforts are not only in harmony, 
but that they have the same objec- 
tives,’ Mr. Bean declared. 


Pictorial Appeal Stressed 


Mr. Bean asserted that industrial 
advertising should “be natural.” 
Much printed advertising differs 
from a salesman’s selling talk, for 
“black cats” and “white elephants” 
don’t figure in their sales approach. 
“Eye catchers have their value,” he 
said, “but be careful that your eye 


catcher doesn’t entirely cover up 
the sales message you are trying to 
get across.” 

He also advised heavy use of 
photographs in salesmen’s material 
such as catalogs and bulletins, and 
urged that the advertising depart- 
ment get direct mail ideas from the 
sales department. He suggested 
better planning of exhibits at trade 
shows and conventions, and said 
greater dramatization of displays at 
these meetings is needed. 

Prof. Cunningham discussed what 
the industrial advertising man 
should know about markets and 
marketing in order to do the most 
effective job possible, and what 
practical methods are available by 
which he may obtain this informa- 
tion. 


McCreery Names Bijur 


James McCreery & Co., New York 
department store, has appointed 
George Bijur, Inc., New York, as 
advertising and sales promotion 
counsel. 


—$—____, 


Krautters, Moore 
Win Promotions 


E. C. Krautters, sales promotion 
manager of Station WCKY, Cin- 
cinnati, has been appointed sales 
manager, turning his old duties 
over to George H. Moore, who has 
been in the sales department since 
1929. 

Mr. Krautters, who was formerly 
production manager of Station 
WLW, succeeds Lloyd G. Venard, 
resigned. ° 


Apple Copy Starts 


The State Apple Commission of 
Michigan has released its first copy 
to 81 daily newspapers of Michigan, 
Ohio, Indiana, Illinois, Wisconsin 
and Iowa. The advertising ties in 
with National Apple Harvest Week, 
Sept. 23-30. 


Bruns Joins R&R 


Frederick C. Bruns, formerly 
vice-president of Federal Advertis- 
ing Agency, New York, has joined 
Ruthrauff & Ryan, New York, as 
account executive. 
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Industrial Copy 
Climbs to Higher 
Stature in Decade 


Knisely Stresses |m- 
proved Technique and 
Practical Viewpoint 


New York, Sept. 20.—Industrial 
advertising managers should be 
thankful for the “ten lean years” 
of depression which have resulted 
in substantial improvements in pro- 
motion methods, Stanley A. Knisely, 
advertising manager of Republic 
Steel Corporation, told the opening 
session of the National Industrial 
Advertisers Association conference 
here today in retiring as NIAA 
president. 

He asserted that industrial adver- 


ry 


A market for us.”’ 


Smart advertising, Ethyl! You knew that talking 


UP to farmers would create a brand 


good, regular grade gasoline, because you found that 
modern farmers are eagerly seeking—and quickly 


tising has increased its stature, if 
not its linage, in the past five years. 
As evidence, he pointed to the 
doubling of NIAA membership in 
that period and the fact that hun- 
dreds of industrial marketers came 
from remote points to spend three 
days at the convention for intensive 
study of the more important phases 
of industrial selling. 


Doing More Thinking 


“Is it just a coincidence that the 
industrial advertising manager is 
devoting more thought today than 
ever before to such subjects as copy 
checking, pre-testing advertising, 
determining advertising readership, 
proving advertising effectiveness 
and surveying reader preferences of 
business publications?” he asked. 

Mr. Knisely pointed out that the 
credit for these changes does not 
belong solely to industrial advertis- 
ing managers. As tax, labor and ma- 
terial costs have mounted in recent 
years, industrial management has 
manifested increasing interest in 


D pil D 


** TUST a minute! Don't you realize that farmers buy 

nearly a fourth of the gasoline used in this country 

—and good gasoline too?’’ We nodded as Mr. McElroy 
of the Ethyl Gasoline Corporation snorted. 


‘‘No gas for farmers! You might have talked like 
that five years ago. Farmers did use a lot of low grade 
fuel then—and some of them still use it in old trac- 
tors. But in five years the sales appeal on tractors has 
reversed itself! There were no high-compression trac- 
tors in 1934. Tractor advertising said, ‘Will burn any 
kind of fuel.’ Tractor advertising now reads, ‘Burns 
70 octane gasoline — gives full high-compression 
power.’ During the next twelve months it is estimated 
that 70% of all tractors sold will be high-compression 
tractors! Yes sir—the farm market is distinctly grade 


tributions . . 


sales costs and demanded proof of 
the effectiveness of advertising. 

When management’s microscope 
began to focus on advertising ex- 
penditures, “we began to approach 
our jobs in a little more scientific 
frame of mind,’’ Mr. Knisely de- 
clared. “We recognized that there 
were some elements of science in 
painting a landscape, composing a 
symphony or writing a sonnet, and 
that possibly, after all, we could 
with good effect mix a little science 
with the art of copy writing. While 
we continued to seek for new ideas 
and novel techniques, we also began 
to place new emphasis on facts.” 

Today, the smart industrial ad- 
vertising manager is using any and 
every device that will help him 
measure his copy’s effectiveness, the 
speaker pointed out. Business paper 
publishers have kept pace with the 
advances, and are studying reader 
habits as never before. Good pub- 
lication representatives, according 
to Mr. Knisely, no longer “peddle” 
space. 


d 


respond to—ideas that shorten labor, fatten profits. 

And smart editing brings the same amazing re- 
sponse to The Country Home Magazine. Take the 
article, DIXIE SWEEPSTAKES, as an example. 

An inspiring story of a private effort to rehabilitate 
poor Southern tenant farmers, its publication in The 
Country Home Magazine put this plan in the inter- 
national spotlight—overnight! 

Thousands of letters from heads of local govern- 
ments, chambers of commerce, railroads, merchants 
and manufacturers . 
from a dozen foreign countries . 


. . pleas for more information 
. . unsolicited con- 


. nationwide reprinting, from The 
Readers Digest to unnumbered country weeklies. . . 
here was publicity, help, action beyond the wildest 


dreams of the plan's sponsor! 


new market for 


It happens right along—because we don't talk 
down to the farmer. More and more advertisers are 
finding this attitude toward rural America can 
achieve the same startling results for their product. 


HERE ARE SOME 1939 ADDITIONS* TO THE LIST OF THOSE WHO DECIDED TO TALK 
\LUMINUM COOKING UTENSIL CO. (Wear-Ever Aluminum) « ANHEUSER-BUSCH, INC. - BRIGGS & STRATTON COMPANY - 


CALIFORNIA FRUIT GROWERS EXCHANGE (Sunkist) ° 


CENTAUR COMPANY (Fletcher's Castoria) . 


DELCO REMY 


CORPORATION + ELECTRIC STORAGE BATTERY COMPANY (‘‘Exide"’ Batteries) «+ EVANS PRODUCTS COMPANY + JOHNS- 


MANVILLE CORPORATION - 
(Eveready Flashlight) ~- 
WESTCLOX .- 


ont talk do 


to the farmer... 


lool ft 


KAY JEWELRY STORES - 
PERFECTION STOVE COMPANY (Superfex Refrigerator) 
WINCHESTER REPEATING ARMS CO. 


Wil 


METRO-GOLDWYN-MAYER ~- 


NATIONAL CARBON COMPANY 
QUAKER STATE OIL REFINING CO. - 


*New to The New Country Home Magazine. 


totale! 


“Country Home Magazine 


THE MAGAZINE OF FARM MARKET “A” 


THE CROWELL-COLLIER PUBLISHING CO., 250 PARK AVE., NEW YORK 


HERE'S THE 


"NO IDLE CLAIMS, MA'AM" 


—WEW SOAP DISCOVERY! — 


‘PERK Gives You 
150% More Suds! 


Amazing New Soap Has Far Greater Cleansing 
Power Than Any Other Leading Brand! 


Sa’ 
14 INCHES SUDS 


Read there faci 


Women Astounded at PERK'S Tremendous 
Yolume -of Super-Geansing Suds! 


Grea! billows of creamy, foaming Perk  efforuess washing! 


Gertie suds thet cave vou Anew clothes 
end snene sparkling bright and clean as the kind you reed every dey Those are 
o-! proven 
That's Perk Pewertul and sure. yet statements of experts 
Kind te detcate @bricvend hands! Super prove tor yourself today - wah Pert! 
Get Perk from your dealer now! Dont 
Wh Perk, washdeye are shorter and wan! Start right inte emoy better results 
— Receuse Pork s extre eude and from « better soap! Swick to Perk... 
spentier Gervemg mann fester, more youl never hove te ewuch agen! 


GET PERA, ve PERFECTED 


MADE BY ARMOUR AND COMPANY — CHICAGO, NLLINOIS 


© BRAND" A". tn cee mn BRAND "B" in coon BRAND "°C" 15 cce ri, PERK =e om mnor rene mvs 
we Brand “A™ reieed 3 inches of ore Brand” B* reued ¢ inches of wie Brand C’ remed ¢incheso! eude. . 
gods At the end of ten minutes inthe ude Al the end of ten minutde wm the Al the ond of ten murutas im the ag 
agitator thie hed fallen wo l ches agutator the hed fallen te 3 mches tater (he hed increserd to @} inches eet cout rene! 


ime ah wen At the sent al te 
sevme ewe a the ogica rer IR+ Red me waned 
f orer it smahon gree can ie 


A soap that's 100% Active! A sonp that contains 
dead” ingredients or harmhu) caus 


four and a half for unnamed Brand C. 


to bigger things. 


Armour Test Preps 
Perk for Push as 
Powdered Soap 


(Continued from Page 1) 


and four and a half inches for three 
other brands. 

Company officials were reluctant 
to disclose the other four cities in 
which test copy is appearing. It 
was said, however, that variant copy 
appeals were being employed in 
both the newspaper copy and spot 
radio announcements. The test will 
continue for 13 weeks, with future 
promotion to be decided at that 
time. 

Rockford newspaper copy also 
offered a dishtowel as a premium. 
Lord & Thomas is the agency in 
charge. 


Electrical Appliance 
Week for Chicago 


Illinois Radio & Electrical Dealers 
Association has launched plans for 
a Chicago Home Appliance Week 
promotion, Oct. 30-Nov. 4, with the 
aid of manufacturers, distributors 
and department stores. 

Local newspapers and radio will 
be used, with Dasho-Rogers, Inc., 
in charge. 


Husting, Burch 
Shifted by Agency 

Charles O. Husting, formerly with 
Time, Inc., has joined the Chicago 
contact department of Young & 
Rubicam. 

He succeeds Thomas L. Burch, 
who has been transferred to the 
New York office to work on the 
General Foods account. 


Rockford, Ill., housewives looked at these charts the other day to learn that Perk, 
the soap with “no lazy ingredients,” produced 14 inches of suds as compared with 


It's the first granulated soap offered by 


the Armour Soap Works, and the Midwest newspaper and radio test may point 
Copy by Lord & Thomas. 


Cooperative Copy 
Is Commended 
by Super-Markets 


Cincinnati, Sept. 20.—Though co- 
operative newspaper advertising is 
new in the super market field, it 
has already proved its value, Wil- 
liam H. Albers, president of the 
Super-Market Institute, told that 
organization at its annual conven- 
tion here this week. 

“Four large super-markets 
banded together in San Antonio 
and defeated a fair trade act which 
would have meant higher con- 
sumer prices,” said Mr. Albers. 
“Advertising was also helpful in 
New Jersey, where the Institute 
collaborated with consumer groups 
to prevent taxes on their market 
baskets in the form of punitive 
legislation.” 

Mr. Albers warned the conven- 
tion that every successful form of 
retailing may expect legislative 
harassment, and these sentiments 
were echoed by M. M. Zimmerman, 
editor of Super-Market Merchan- 
dising, New York. Mr. Zimmerman 
said that every operator of a super 
market should devote part of his 
daily newspaper advertising to in- 
stitutional copy telling what this 
form of retailing means to the con- 
sumer in reduced living costs. An 
informed citizenry is the industry’s 
best insurance, he asserted. 

The question of retaliatory legis- 
lation was also discussed by Nor- 
man S. Rabinowitz, vice-president 
of Economy Grocery Stores Cor- 
poration, Boston, who said it is the 
chief threat to the flourishing new 
| industry. 


Come to Philadelphia 


with your advertising 


of its circulation in the 


campaign: where one 


newspaper, THE EVENING BULLETIN, with 94.6% 


retail trading area, gives 


coverage at one of the lowest known costs per reader. 
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Advertisi Index of Retail Activity in 78 Important | 
verfising a 1 . 
G tion Behind Markets 
enera ion e In ’ Based on total retail advertising volume in all newspapers in each city. 
- | : { (Copyri dvertising Publications, Inc.) 
ays Sociologis choline che esc ania 
(Continued from Page 1) 
RETAIL ACTIVITY 
oe te poor hag gta o hpery inMAJOR MARKETS 
ae er oe ee eee eS compared with last year | 
eracy, plus the tremendous spread nn zz 
of education, to the point where x ¢ 
more students are now enrolled in ~_ year to date ———— bs 
colleges and in universities than —_ : 
were enrolled in high schools a ~— — a _ 
single generation earlier. % 
Stemming primarily from this ee: 
rise in the level of education, plus , 3 
. V 
the acceptance of science, has come ( 
a tremendous upsurge in popular 
skepticism—skepticism of products, 
of motives, of institutions. ‘“Where- 1 8 15 22 29 5 12 19 2 2 16 30 7 . i 
as a generation ago the public be- sated caneeei _ — - : a. 1 i 
lieved certain things to be true be-| Avery C. Adams hes Geen appomte JAN JULY AUG. SEPT. or; CS 
cause they read them in their vice-president in charge of sales for . & 
newspapers. hn ee anem United States Steel Corporation. He F 
papers, how te average PeT~ | vill also be a member of the executive % Gain % Gain ze 
P son is more likely to believe things | committee and the board of directors, ate Weak 37-Week 37-Week thn artaie ] 
to be untrue because they read] effective Oct. |. He succeeds C. V. ” Period Period Period 1939 1939 Week Week % Gain | | 
them in their newspapers,” he said.| McKaig, now assistant to the president. Ended onded Ended over over Ended ee ae od a, - 
“What is likely to happen to adver- | ————$——-——> ——— City Sept. 18,1937 Sept.17,1933 Sept. 16, 1939 1937 1938 —_ 1 a aa os —~ ‘ 
as , - > state | ; : : ¢ 8,452,276 6,874,481 —43.4 —18.7 226,97 2, —6. = 
tising in this new — in which luxury items must be more clearly ‘Akron. ,aa bgprnenseees wee sora tes rete t ae as 173-433 159-487 —81 ; - 
ee masses of the people are| recognized. Ten years ago both|Aitoona Pa... 4,929,651 3,517,253 3,965,640 —19.6 +12.7 108,381 rope hy | - 
. , o tee -- 2 196 5 9.6 ' 
skeptical of everything, and in types of products could be sold suc-| Atlanta, Ga. .......... 11,174,646 10,658,130 12,126,548 +8.5 +188 tty ip = lial ! 
which the advertising techniques cessfully with appeals to taste, emu-| Baltimore, Md. ...-.-- 15,982,276 14,851,477 15,026,799 —6.0 +1. 35 wih on -t § 
and devices that proved so success- : ted. but Birmingham, Ala. 9,002,574 8,756,776 9,138,962 +1.5 + 4.4 306,208 335,650 +3 6 
ful wh lied t 1 inti. | tion, etc. he asserted, Dut NOW | sposton, Mass. .......- 13,879,525 12,621,528 12,876,507 —i.2 +2.0 435,241 448,529 +3.1 9 , 
wnen applied’ to a less sophisti- | consumers are differentiating more | priageport, Conn. 7,075,436 6,269,504 6,790,286 4.0 +8.3 219,520 241,444 +100 % . 
cated audience are losing force and|anq more in the purchase of these|*Buftalo, N. Y. ........ 13,004,348 11,152,990 10,969,345 15.7 —1.7 373,534 stereo 
appeal daily?” Dr. Wirth asked. a P Sat designed |Camden, N. J. ......-- 2,835,378 2,597,497 2,895,374 +32.1 + 11.5 93,856 116,264 + 23.9 ] 
“Th y i lition al products, and advertising designe tata bh Saib508 557-056 — 0 98934 96.614 = 
e answer Is fairly simple. The | to sell them must take note of this|Cedar Rapids, la. ..... petite 7’ £59 089 7107128 _32°9 —6.0 197,162 204,036 +3.5 
dumb advertising practitioners will fl " mer tee f Charleston, W. Va 8,095,192 7,559,08¢ 1,107,168 2.2 —o Agr 76 £35 see t 
be left by th differentiation. In the purchase Of} Ghattanooga, Tenn. 4,499,626 4,332,290 5,294,476 b17.7 +22.2 Sed ore wet & 
e left by the wayside. Not recog-| staples consumers are increasingly | Chicago, Ill. ......... 23,109,622 21,388,780 20,236,738 12.4 —5.4 660,308 599,908 92 8 
: nizing the significance of the|., : ‘ ficiency and | Cincinnati, O. ......... 12,271,426 10,494,546 10,707,257 —12.8 + 2.0 353,750 303,572 —14.2 @ ; 
: h , ‘ concerned with price, efficiency an mt saree S 308019 77 7. 736334 412-446 —s ( 
| tent to grapple with it, they coin | sandsrdiaation of product, and sp-| rete, O. .ossccs pt i a se) oe 
, , . ) 8, Srrucvnrrc. f 3,590, « o, ’ ee el hdd e y . ae . ¢ : 99 
oe Ra sg with it, they will| peals to emotions, to good taste,| Hoias, ‘Tex 15,021,743 14,312,557 14,534,580 33 +1.6 410,203 460,131 +12.2 
; allas, ST een eee eee ,021, 312, ; ] 4 soot 
pass Out of the picture. etc., are losing effect. Davenport, Ia. ........ 7,329,042 6,589,630 6,460,290 —11.9 —2.0 212,212 199,402 —6.0 |) 
*@ | Dayton, 0, ........5..- 10,948,142 8,813,974 9,576,720 —12.5 +8.7 259,602 303,478  +16.9 | 
Consumer Credulity a Factor Toney Testimonial Taboo Denver, Colo. ......... 7,168,150 6,365,666 6,318,642 —~11.9 —0.7 fey a Ht aed 
‘ ae ee : . . , yes Moines, Ia. ....... 4,611,049 4,473,076 4,426,107 —4.0 —1.1 128,8 diolo rit 
“The wise advertisers will be on| Dr. Wirth implied that the day of Detroit, Mich. Sensnnae 15,780,737 12,138,093 13,694,551 —13.2 +12.8 456,117 474,751 +4.1 
the frontier, looking for new meth-| effective testimonials from “the rul-| 1 Paso, Tex. ......... ,287,079 6,998,851 7,299,352 +0.2 +4.3 170,814 206,818 + 21.1 
ods and new devices that will work|ing group’—whether in society,| Erie, Pa. .........---. 6,523,733 pen a phat sh ti an a 
i i i ‘ - 9o° > oC . ® « pai > - 75 ~ < 1 ). 
in a more sophisticated world, rec-| sports or any other field—is rapidly | Fal! River, Mass. ..... ryt Meets petted ry +183 166,166 189'812 14 
joi : ‘ Serer 6,364,38 »775,372 5,650,2% —11.2 + 18. , 4p (-> ind 9 
ognizing that they must find these|drawing to a close. Now the word Port Wayne Ind, ..... 8386.994 77421.393 7'379,774 —12.0 —0.6 213,206 231,112 +8.4 
new methods and new devices if|of science has replaced the dicta of|Gary, Ind. ............ 5,223,716 3,909,490 4,151,176 —20.5 +6.2 91,574 120,185 =+31.2 
they are to survive. the ruling class. Grand Rapids, Mich. 7,419,012 5,959,152 6,001,482 —19.1 +0.7 204,638 189,434 —7.4 
“Tl intial : oiled ; : tant ; wt 2 4,765,206 4,475,981 4,572,979 —.0 +2.2 146,384 130,793 —10.7 
f advertising is to be effective| Polls of public opinion and atti noe bong Boe BR ay 4 Ryd Ry th th ree +39 463°722 548114 +182 
a few years hence, when everyone|tude tests also came in for some ected aes ness 13062 768 10,909,536 11.464.318 —12.2 45.1 334,250 389,620 +16. 
is disenchanted, when customs and | thorough-going criticism, with atti-| Jacksonville, Fla. 5,330,100 5,949,450 6,418,384 +1.4 +7.9 181,358 199,088 ey 
methods and institutions are no|tude tests bearing the brunt of the| Jersey City, N. J. ..... 1,649,725 1,424,827 1,465,373 ~11.2 +2.8 56,053 40,053 -28.6 
. . ee . > > = 70 > a ¢ - © . a fe Ld 9 iv d + 29 5 
longer sacred, when nothing will be| assault. “Advertising techniques| Kansas City, Kans. 1,899,659 1,972,061 1,849,990 —se ex okt tan one ake +1 
accepted on faith, advertising must | and knowledgé on attitudes of con-| Knoxville, Tehn. -.-- +: yt nape nett etryt ss a 188.300 211,414 +12 
be revolutionized.” sumers are utterly antiquated,” Dr.| Los Angeles, Cal. ..... 18,246,584 16,404,409 17,496,651 —4.1 +6.7 523,080 496,935 = —5.( 
Advertisers must recognize, Dr.| Wirth said. “What the market | Louisville, Ky. 11,216,161 9,805,031 10,028,266 —10.6 +2.3 304,710 317,340 +4.1 
Wirth declared, that “there is no|analyst of the advertiser finds out|Lynn, Mass. .......... 7,083,510 5,656,576 5,841,236 —1i.5 ys ers "ase “Ts 
| such thing as public opinion,” and|by making attitude tests is useless. | Manchester, N- H. sa67202 «7836878 | N3B1-TOR re) 6 tes )0soatesTs = tbAB84 | 417.5 
am ss ® ‘ se 8s, -] - 6ee0nnee 5, (oe ,O00,O88 sO0t, ‘ a = > , pe i ; 
ae that we are living in a world of| Attitudes are never expressed; they |*mMilwaukee, Wis. ..... 12,034,927 10,304,709 9,827,753 —18.3 —4.6 385,144 331,157 —14.0 § 
plural publics, with multitudinous|are always betrayed. The whole | Minneapolis, Minn. 10,332,537 9,243,521 9,514,747 —i.9 + 2.9 275,216 334,159 +214 
groups each absorbed in its own|technique of market analysis has| Moline-Rock Island 6,315,251 5,819,478 5,809,878 —8.0 —0.2 y tyes Bere Tens \ 
i sts, wi its , actions ines eal ce matter |New Bedford, Mass. 2,399,096 2,179,170 2,171,592 —9.5 —0.4 ,722 73, +13.1 
nterests, with its own reactions, | missed the point on this matter.’ ome Minwam. Cote, 6 629 860 6.274.440 6.410.810 23 429 180,516 216.580 +20.0 
needs and. desires. Advertisers The most important single thing| New Orleans, La. ..... 14,220,675 13,017,429 13,562,340 —4.6 + 4.2 459,572 459,124 —0.1 
have already recognized this to a|that advertising must do to carry|New York, N. Y. ...... 45,650,816 40,235,085 $0,035,920 —12.3 -0.5 1,570,396 1,457,218 sana Loos 
large extent, as evidenced by varied |on successfully in a more sophisti- | Brooklyn, N. Y. ....... 4,658,552 3,470,137 2,733,072 -41.3 —21.3 110,103 82,773 —24.8 
: jor rs 5, 770,90: ; 5 32,82 —1.6 + 2.3 83,386 9,966 + 3.6 
copy appeals addressed to various | cated world is to discover what peo- | Norfollke Va. ------- 0+: Saat hea chan ike pre + . «aaa ret: +o set 
: : lS Sl 5) ee 5,511,2 ,926,422 5,439,67 —1.3 - . 91,3! 28.8 
sections of the population, but|ple take for granted—what are |*Oxlahoma City, Okla.. 8,652,588 8,314,815 6,312,628 —27.1 —24.1 213,528 166,950 —21.8 
more intelligent use of this fact|/their axioms, their norms, the| Peoria, Ill. ............ 8,188,429 7,083,791 7,444,717 —9.1 +5.1 240,380 221,970 = —7.i 
must be made. things they accept without discus-| Philadelphia, Pa. ..... 20,801,303 18,000,015 18,859,582 —9.3 + 4.8 687,448 675,152 —ae 
. . ° ‘ P i. > : ah = . . . ore - r _o > ai 59 515 5° ( 5.9 
Distinctions must be made not|sion and without question. These | Pnecnix: Aris... -+-: 7 baa tan watt ite seek oat ny or peng ryt wy 
. . . » SRUFEM, FR. .ccsses 7,425,56 3,8¢7,5% 3,953,347 —21.: + O0.5 30,: 31,85 4 
only between the masses and the|are the basic things upon which| portiangd Ore. ........ 9131 376 8995 776 8'860,973 —3,0 17.7 259,266 249,872 3. 
classes, he said, but the differences | successful advertising of the future | Reading, Pa. 7,602,426 6,518,155 6,925,527 —8.9 +6.2 183,428 214,102 +16.) 
arising in the sale of staples and!|must be built, he concluded. tichmond, Va. ........ 9,408,826 8,427,160 8,944,548 —4.9 +6.1 254,366 249,032 —2.1 
Rochester, N. Y. ...... 12,532,265 9,912,037 10,468,036 16.5 +5.6 336,128 347,111 +3.3 
. Rockford, Ill. ......... 5,796,168 5,455,058 5,564,230 —4.0 + 2.0 148,722 173,810 + 16.9 
Sacramento, Cal. 6,196,239 5,505,763 5,843,866 —5.7 +6.1 150,164 182,924 + 21.3 
San Antonio, Tex. 4,641,318 1,414,483 5,019,160 +8.1 +13.7 134,633 162,990 +2111 
San Diego, Cal. 10,124,570 8,942,648 9,029,181 10.8 -1.0 291.452 390.206 —04 
Seattle, Wash. wa 7,298,444 6,628,591 7,884,702 8.0 18.9 257,390 257,432 . 
VV anted 7South Bend, Ind. . 6,660,820 4,882,757 3,684,287 $4.7 24.6 169,095 100.639 —40 
‘Spokane, Wash : 5,534,186 5,116,146 4,658,752 15.8 9.0 152,824 140,028 awi§ 
St. Louis, Mo. 13,491,350 12,193,255 12,447,120 7.7 2.1 409,040 423,025 +34 
*St. Paul, Minn. ...... 8,533,854 7,862,744 7,444,218 12.8 5.3 226,718 291,040 + 25.4 
; Tacoma, Wash. ....... 4,421,462 4,180,148 1,408,790 —0.3 + 5.5 164,724 137,074 -16.8 
| re Tampa, Fla ‘ 4,360,906 4,158,616 1,670,918 +71 +12.3 120,008 156,030 + 30. 
Hs “y Toronto, Ont., Can. .. 13,745,810 12,059,608 11,309,281 17.7 6.2 46,151 300,617 lou 
~e Troy, HM. T. eee 2,983,365 2,830,184 3,048,420 2.2 7.7 95,648 93,926 1.8 
for capable man Tulsa, Okla. .......... 6,863,872 6,318,078  6,208,62 ~ —S.8 1.0 232,204 207,508 —10. 
Washington, Dp. Cc. . 26,095,419 23,701,857 4 1,07 10.9 1.9 831,691 813,801 2.2 
Youngstown, ©. .. . 6,481,583 5,157,207 2, 18.4 2.6 132,044 168,696 27 
“4 Unusual circumstances cause this Chicago - ————— ane ae. et 7 
ie i agency to release a competent production man, aes so cneesss ss SC ies = = wn a = 
: a , l d “Oo yy ‘s-Press sco “da 2 yr. 28, 938 
who will be a real “find” for some agency or pote get gy Pannen ning. Fn hy 


I 
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. 2 Linage of daily American, now combined with Record, eliminated from 1938 totals 
mechanical house. We can recommend him Buffalo Times discontinued Aug. 1, 1939 
heart from everv ¢ ano) = hiy 4 Chicago Herald & Examiner discontinued Aug. 28, 1939 
a artily irom every t indy oint dependability, § Milwaukee News discontinued Jan. 14, 1939 
character, attitude, accuracy and ability. Has 6 Oklahoma News discontinued Feb. 24, 1939. 
} Gy : wf 110-4 ay rian ic 4+} 7 News-Times discontinued Dec. 28, 1938. 
( 2 year I production experience, is tho 
wa 1d -. . . PI du Cx} c a 7 : tnOor S Spokane Press discontinued March 18, 1839. 
oughly familiar with all mechanical problems, en ' St. Paul Daily News discontinued April 20, 1938 
ravings, typograpl printing, etc. Can either 
capably manage your production department or ° e . 
- my ta thaens Se di Gn nt Ok one Agency for Burdine’s Joins Newell-Emmett Ronalds Adds Russell __ 
er d. ae | nes bh hatin Riis dhe n Burdine’s, Miami department; Robert M. Newcomb has joined| Todd Russell has joined Ronal 
ri nea, would acce} WwW Said 1c ae nan store, has placed its national adver- | Newell-Emmett Company, New| Advertising Agency Toronto, to en- 
= ov) . . . . . 
i e} oru tising account with Parsons, Dorr] York. gage in program production. 
& Hume, Miami Beach, Fla. fner | —— —E — — oe 
es ° magazines will be used for a winter 
Box 1894, Advertising Age, Chicago schedule, considerably heavier than | Jroronto 
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ADVERTISING AGE 
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Ma 


Cdvé utisi 


The rates for this department are as follows: 


“Help Wanted,” 


cash with order. 
All 
$4.75 per inch. 


“Positions Wanted,” 
“Representatives Available,” 30 cents a line, minimum charge $1. 


and 
Terms 


“Representatives Wanted,” 


other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 
Write for folder describing discounts for term insertions. 


HELP WANTED 


POSITIONS WANTED 


WANTED ASS’T ART DIRECTOR— 
Four A’s agency in middle west has 
in opening for a young layout man 
who has demonstrated a flair for pro- 
ducing visuals and finished layouts 
that are “stoppers.” Should have 
-everal years’ experience in working 
n magazine, newspaper and direct 
mail campaigns; be able to produce 
ideas and finished layouts on his own 
.« well as work under able direction. 
Write giving age, experience and sal- 
ary to start. Do not send samples 
which must be returned. 

Rox 1908, ADVERTISING AGE, Chgo. 


Advertising salesman to represent 
EYE*CATCHERS in Chicago. Lucra- 
tive side-line. Commissions paid 
promptly. Leads furnished. 
EYE*CATCHERS, Ince. 

10 EB. 38th St., N. Y. C. 


POSITIONS WANTED 


TRADE PAPER MANAGER, now 
employed, seeks wider field and in- 
come as director, territory manager 
or space salesman on top-notch busi- 
ness or other’ publication. Wide 
ageney and account contacts in East. 
Write in confidence for case history. 
ADVERTISING AGE, N. Y. 
SALES MANAGER 

Will build or rebuild sales organiza- 
tion for medium size manufacturer. 
Percentage basis. East or Midwest. 
Nine years present position. Will 
send full particulars to anyone inter- 


ested. 
Box 1896, ADVERTISING AGE, Chgo. 


Managing editor of two business 
magazines, with account executive, 
extensive writing and photographic 


experience desires position with real 
future in publishing, advertising or 
publicity work. Make me an offer. 

Box 1897, ADVERTISING AGE, Chgo. 


Young Woman—able to handle all 
details trade magazine—circulation, 
issist prod., eorres., bookkeeping, etc. 
Capable assuming resp. Exc. ref. 

Box 1899, ADVERTISING AGE, Chgo. 


Agency Production Man—15 years of 
experience with both agencies and 
printers—complete practical knowl- 
edge all mechanical problems, typo- 
graphy, engravings, printing, etc. Can 
either take full charge of depart- 
ment or assist. Dependable and ac- 
urate—best of references, including 
sent employer. 32, married. Rea- 
onable salary to start. 

tox 1901, ADVERTISING AGE, Cheo. 


Southern California Manufacturers— 
nerease your mail sales and do it at 


wer selling cost. Direct Mail 
\dvertising man with 17 years sue- 
essful record selling many kinds of 
products by mail, will be glad to 


prove to you that your mail sales can 
e increased. Now employed as Ad- 


ertising Manager of a large Mid- 
Western Manufacturer, available for 
immediate connection in Southern 
California. Moving West because of 
ealth of a member of my family. 
Will consider nominal salary plus 
percentage of sales that I create for 
yu Full time or part time basis. 


\ line from you will bring an inter- 
ew without obligation of any kind. 
Write today to Dudley V. Cassard, 
x 1906, ADVERTISING AGE, Chgo. 


Mag., trade pub., small daily as ass’t 
editor. Feature writer, reporter, 
solicitor. Grad. Univ. Wis. School of 
Journalism. Will go anywhere. 

Box 1904, ADVERTISING AGE, Chego. 


General office worker, female, knows 
all the ropes of newspaper work, 
adv., subs., special issues, steno, bill- 
ing, bookkeeping. Former employer 
retired. Salary your choice. 

Box 1905, ADVERTISING AGE, Chgo. 


Advertising agencies: I'm disgusted 
with your idea that only those who've 
worked in agencies can write adver- 
tising. I’ve never worked in one— 
so what? Yet I know more about 
what women think and want in Hous- 
ton, Texas, and Mitchell, Nebraska, 
than all your Bronx and Fifth Ave- 
nue dames “with agency experience” 
put together. I’ve made ali the big 
national magazines with fiction and 
articles, I’ve written a novel which 
Fox filmed and sent around the globe. 
You need me. If this doesn’t chill 
your feet, write 

Box 1907, ADVERTISING AGE, N. Y. 


REPRESENTATIVES WANTED 


Sates HKepresentatives in larger cities 
to sell pictorial printing on the backs 
of envelopes as an advertising me- 
dium. Product patented. Liberal 
commission basis. Write fully past 
and present connections, experience, 
contacts, education, age. 

Box 1902, ADVERTISING AGE, Chgo. 
REPRESENTATIVES AVAILABLE 
Publication representation Chicago or 
Central-West territory by aggressive 
advertising salesman. Highest rec- 

ord and references. 
Box 1900, ADVERTISING AGE, Chgo. 


PUBLISHERS 

If you want thorough representation 
in the Chicago territory I am ready 
to offer it for you. 

My contacts have continued success- 
fully for a span of years and still do. 
I can devote all the time to another 
good publication that it may demand. 
Box 1898, ADVERTISING AGE, Cheo. 


FOR RENT 
Office Space for Hent 
Established publishers’ representative 
will share office space, with telephone 
and secretarial service. $35 monthly. 
Excellent Chicago location. 
Box 1903, ADVERTISING AGE, Chgeo 


MISCELLANEOUS a 
ONE DETOUR THAT IS THE BEST 
ROAD 


— Laurel Process, which 
around engraving and typesetting ex- 
pense, but doesn't sacrifice effective- 
ness for economy. Reproduces all 
types of illustrated advertising lit- 
erature, sales letters, instruction 
sheets, house organs, booklets, dia- 
grams and pictures, etc., et« 

Any size can be processed. 

Small runs without penalty’ 

500 copies (size 8%x11") $2.63 
Additional hundred copies only 22c 
Even lower prices for large orders 

Send for samples and instructive book. 
LAUREL PROCESS, 480 Canal St., 
N. ¥. C. 

In New York City and Metropolitan 
Area just phone WAlker 5-0526 for a 
trained representative. No obligation, 

of course, 


Coming 
Conventions 


Sept. 25-28. Annual convention, 
\dvertising Typographers Associa- 
tion of America, Belmont Plaza 
Hotel, New York. 

Sept. 27-29. Annual convention, 
Direct Mail Advertising Association, 
toosevelt Hotel, New York. 

1-4. Annual meeting, Mail 
Ad ertising Service Association, 
hotel Astor, New York. 

2-3. Boston Conference on 
Yistribution, Hote] Statler, Boston. 


16-17. Fall meeting, News- 


(jet 


paper Advertising Executives Asso- 
ciation, Chicago. 

Oct. 17-18. Fall meeting, Inland 
Daily Press Association, Hotel Sher- 
man, Chicago. 


Oct. 19-20. Annual convention, 
Audit Bureau of Circulations, Hotel 
Stevens, Chicago. 


Oct. 19-20. First annual meeting, 
Packaging Institute, at Edgewater 
Beach Hotel, Chicago. 


Oct. 25-28. Annual convention, 
Association of National Advertisers, 
The Homestead, Hot Springs, Va. 


Oct. 26-27. Annual convention, 
Pacific Council of American Asso- 
ciation of Advertising Agencies. 
Hotel De] Monte, Del Monte, Calif 


BOOKS 


and Sales Contests 


A carefully selected assembly of 
1,000 most popular prizes for sales- 
men in brand new 56-page prize 
books containing sixteen pages of 
color - photography and four - color 
process printing, and a most impres- 
sive black and white section. 


Send for Free Copy 


THE DARTNELL CORPORATION 


4660 Ravenswood Avenue 


a 


Chicago, II. 


| 
| 
| 


"NEWSCOPE" STORY EXPLAINED TO AD MEN 


Agency executives, advertising managers and representatives helped officials of the Boston Transcript celebrate the enthu- 
siastic reception accorded the paper by its readers for the “Newscope,’’ a new editorial and reporting treatment for sum- 


marization of the news. 


Standing, left to right, are: J. Hamilton Thornquist, ""Newscope" editor; Lee A. Ward, Eddy Com- 


pany; Richard N. Johnson, publisher of the Transcript; George McMillan, secretary of the Association of National Adver- 
tisers; William H. Pond, advertising director of the Transcript, and John Jackson, ANPA Bureau of Advertising. Seated, left 
to right, are: G. Lynn Sumner, G. Lynn Sumner Company; W. J. Fortune, National Shawmut Bank, and Paul Hollister, 


Newsprint Price 
Holds; Coated 
Stock Up Slightly — 


| 
| 


(Continued from Page 1) 
prices skyrocketed from $40 a ton! 
to $111 in 1920. | 

Producers of coated book paper | 
here have advanced prices on some | 
grades $5 to $10 a ton, but several | 
other types of coated paper were | 
not changed. Advances average | 
over 3 per cent, and are explained | 
by producers as a logical reaction | 
to the sharp rise in the value of 
casein, used as an adhesive in coat- 
ing papers. Increases in the kraft) 


detours | field were explained by producers 


as a move to restore prices to a 


profitable level after a period of 
slow business during which sales | 
j}have been made below cost. 


/but costs will advance due to the 


|absorbed by 


No Immediate Shortage 
War has brought no immediate 
probability of a paper shortage, it 
was said by industry spokesmen, 


difficulty of securing shipments of 
pulp from abroad, and the increase 
in freight and war-risk insurance | 
rates. It is expected that advances | 
will reach about $5 a ton, but in| 
some cases this may be partially | 
a sharply increased 
operating rate due to an influx of 
orders. 

The orders which have flooded 
manufacturers are attributed more 
to sub-normal inventories than to 
speculative buying, it was said. 
Whereas converters and distribu- 
tors normally maintain large quan- 
tities of paper in stock, they have 
been slow in laying in a supply this 
year. 


Meanwhile the lithographic in- 
dustry, while keeping a_ sharp 
watch on paper trends, indicated | 


that other vital supplies will not be 
greatly affected by the war. The 
Lithographers National Association | 
pointed out that ink manufacturers | 
are almost entirely independent of 
German imports, in contrast with | 
the situation in 1914-1918 when the | 
United States government itself was | 
unable to maintain color uniformity | 
on its postage stamps and finally 
was forced to obtain European dye- 
stuffs through devious channels. 


Standard Names Doremus 


Standard Statistics Company, 
New York, has appointed Doremus 
& Co., New York, to direct its ac- 
count. The company has extended 
its newspaper advertising to a na- 
tional] list of papers. 


| service. 


R. H. Macy & Co., New York. 


‘Montreal Star’ 
to Pay Employes 
Called to Colors 


Montreal, Sept. 21.—Generous al- 
lowances to employes who have al- 
ready been called for military serv- 
ice, or those who may enlist in the 
future, have been arranged by the 
Montreal Daily Star, J. W. McCon- 
nell, president, announced today. 

Employes who enlist or are con- 
scribed will be given leave of ab- 
sence with eligibility to benefits in 
case of death in accordance with 
the insurance plan now in effect. 
The newspaper will make every ef- 
fort to re-employ such men upon 
their discharge from active service. 

Current salaries for two weeks 
will be paid employes after the 
week in which any enlist for active 
After the first two weeks 


;married men will be paid monthly 


an amount which, together with 
their service pay and allowances, 
will equal their monthly salaries at 
the time of leavirg the newspaper. 

Single men and widowers with- 


|out dependents will be paid monthly 


an amount which, with service pay 
and allowances, will equal two- 
thirds of their former 


/}avenue, Los Angeles. 


cy’s Montreal office that for at least 
one year those entering the military 
service will receive the difference 
between their regular salaries and 
military pay and allowances. The 
agency also pledged to return em- 
ployes to their old jobs following 
military service, if the jobs still 
exist. 

At the end of the first year, Mr. 
Francisco said, the situation will be 
reviewed to determine whether the 
agency’s commitment can be ex- 
tended further. 


Kyle Starts Agency 

Marion Kyle has established an 
advertising agency at 650 Grand 
He was for- 
merly with Lord & Thomas, Los 


| Angeles. 


salaries. | 


Single men and widowers with de- | 


pendents will be paid monthly an 
amount to be determined, but be- 
tween the two extremes. 

A similar arrangement was an- 
nounced previously by Don Fran- 
cisco, president of Lord & Thomas, 
who advised employes of the agen- 


. of salesmanship and the Gitisiry” 


in M-W designed produc- 


Wwrace 


WORCESTER, MASS. 


The closest any other station 
comes to WTAG’s 58.88% 
all-hour average audience is 
25.13%. 


NBC BASIC RED NETWORK 
YANKEE NETWORK 


EDWARD PETRY G&G CO., Inc. 
National Representative 


The only station which 


gives primary coverage 
to ALL of Worcester 
County. 


«1320-1334 SOUTH WABASH AV 
; «CHICAGO, ILLINOIS 


Pad 
cs 


a : 29 : 
39 -________________ - oo ees evant nae aie nose anes 04 Be: 
= zi 
ee ) 
5 2 Pie ae 
a ut , j ne 2 ee Pe ae oy ; : . een : . 
Pie igs) to Er eI cea oom 
: . sk r 3 i é i? + ned . - oe : 
i & i + oe Es, +3 sere 
; 1 : : ce 
i § y t _ * . eS 
A a 4 * a % “ * a ‘ 
’ hx 4 ‘ ‘ti " oa Bs ‘ PS ie 
} ; ae {- - ; . ri . % — 
) > > ae Ci. pe : i 
| F i "4 4 t , g : we ; 5 a . sg es 4 ; a 
| Rane ¢* - — 4 oe ag * lie 
; eI 4 * Z i oe ¥ “<1 ae a . x. ae . . 4 % ’ ie od "5 a . 4 Si 
om pS .i°. 7k Ree en | .. a ’ ad . ~ ag ses ef : res: ba te 
ay, { ; on Teg er. ie . mies ae hoe, 2 hae 4 ‘ eo ‘ oy : rs aes a 
A . x se ; & A _ » Bes, r Ps ; ‘ : ie st ay a ’ : 34 re nb ae ee SS = 
oF fae oe ee ee — a ee | oe 42 nM y 
Pes 2" > % 3 Ae — : pr ae a a: Bees fase - ‘ae * he r ar de) =, — am 
a: ak ae FS ae ne Oe: 2c i ei. ae as ao, aa _— 3 Car S ; 
| _—— SS ole + Bee fs ie ae - i ssa Br e: : ie bat ces a ae Best & aa Sa tae” 
1 = Se a ee oe “Gee Pha 
es oe oo... ae a pote, Mies 
= ees | —_ ee ee a 8 os fee nemaee — a 6, a — 
Teo a are 7 atlie nee oe ae ay, a “Se, ee” ve, ae a =e ri 2 
| ee a ll 2 on i. 2 oe en , 
™ i oo ; i ee 4 ‘ ¥ er | al mn © ae 4 re er ~~ _ pes ¢ gets ‘ 
: Ry wait, eh ; ee 2” om 4 > x ~ rn co) “Ti et 
; a." ns re a et ers bas ; a a ae : ey " i; P= ee s era 2 
feih 2 s a oe , aan ——— os 7 ? ee 
; Ay ie ay -) f Preente We ee ee : og a7 
: ‘ r 8 Venere ol « er ae a a “ew re aes Var. re 
, ; | a Ge a: if Za . ; 4 * & ‘ Pt cs ai es: ; “ ‘ 4 “Es sida ea 2 P . 7 
ia ce ea ee a ey ee ee Bac 7. ore. Are a ie . P 
; | I ee i i Se Li 2 See. ee ae a ; = 
q re i... ae a ie a ES 3 “4 2 | ee pane es ST ee + a 
ee , - 
— | OE = 
| ————] ee - 
= $< t—™? os _ 
e Sa 
fa 
.. ; tlie. 
30.0 rm, 
—4 9 
14.2 9 cu 
17 4 : le i 
‘12.2 be ia 
16 9 _ : 
—5.7 ret os 
17 4 : eed: 
+ 4.1 iene 
21.1 a 
19.7 = os 
10.4 ae Eo es 
14.2 
+8.4 a 
-31.2 ff 
—7.4 (se 
“10.7 r 
-18.2 - 
-16.6 aa 
-10.2 Se : 
-28.6 — -_ st T 
$1.5 he 
-12.3 oe ee 
+4.1 . 
——§.§ ; ts 
— 0.9 t 7 a 
11.5 i es 7 
140) ee 
-21.4 0 aaa 
-13.4 & i 
-13.1 ' 
 30.° LS eessSSsSssSSSSSC(‘(CCC ; 
— : 7 
— eS a 
—24.8 aa 
-28.9 9 
-21.8 2 
RR re ee ees i Pe . 
+0. PO 
o,f 3, 
= = po ; : 
—21 , 
a¢@ | . & 
+ 5.8 i 4 ; 7 
+ 16.9 a EE RENE = SRN ———— a 
p21! —= a 
21.1 on 
/ . Pe cA i T | | , . | | 
~~ 
7 Sa 
~40 4 
= ee " > Ve | 
} 28.4 ‘ 
~16.* _ é » ’ . x 
30. s et x : 2 ; 
13.2 4: te. — Bee : 
x | BS THAT MAKES.LONG HITSHY 
—To8 i Ss ale ; / 
2.3 A B = i eae Sete Recarte m 
8 I - ‘ - ear . b —- weer se. 2 
- , : ae **. \ » 2m “<a mi 
= Oct, EBSA. wy pire mau apvertisine resus 
LAT is ies ? yw depend on the force behind your sales — E 
m ~~ mas {a> pie Soave ot He Sawery ues Be; 4 
, a “es ‘ ‘. i? % 3 . Ly 3 Ay 
on .<—- y . & 7 Siald 
ees . re 7 
‘< - ~ Py 
we part fs) hg . 
| Py G@ a y he tions 
- lO t) 2. Direct ing “ ‘ | 
| — ay Mail Advertising ‘‘makes a 
Sr A. = gd ; rn. ’ ”“ P 
nal Bix. IN HELPING PR 
D en ee ————— Sh yt GR aa <2 om Hd v 
- |. VASPHONE Cay 200, OR WRITE he 7 7 
—_—_— - ee 4 
one g . Pee 
AOnTow | a a TE eS : ' : 1 
noo CQ, EEE 
: * 
. ‘ 
; , 1, 
; a ‘ a oh Ms a 4 Pe Be fe + | a @ ~ aia pereee t,, tis. eg he: ; : > as :¥ , > ‘ +i fre: eee ol ok 
= dé 2 ce : is i. oy “>, % 
te o Cee. tes Nays: +p hid F . 3 ; ~% sn 7 


ae, bea > 


30 ADVERTISING AGE September 25, 1939 


¥: 


@ 


ACID ON THE BOULEVARD 


Onz rainy afternoon a few years cheered and jeered. Contemporaries said, 
ago, we drew a map of the North loop dis- 


trict. We found 127 advertising agencies C ah u 


“Impossible! You can’t dump acid in 
Michigan Boulevard sewers, etc. etc.” 
You engraving buyers know the rest of 


doing business with some 2] engravers 
whose boys walked, ran or rode about 267 
miles each day to deliver plates, pick up 


CHICAGO the story. Those of you who haven't tried 
Collins, Miller & Hutchings, Inc. service 
are invited to give us a trial. 

We're etching to get ahead. And we 
know there is only one way to do it. 
Call us sometime. 


COLLINS, MILLER & HUTCHINGS !N°: 


207 NORTH MICHIGAN AVENUE> CHICAGO 


copy, go to the movies, etc. This was all 
wrong. Why not build a shop right in the 
middle of the agency district? 


When this idea got around it was 
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REVIEW OF 
THE WEEK 


EUROPEAN MOTIF FOR SKI TOGS 


& 


__ Hirsch-Weis Mfg. Company, Portland, Ore., will distribute this European-looking 

F poster in full color to dealers for winter promotion of White Stag ski togs. Phil 

Van Phul is the artist, while Adolph Bloch Advertising Agency handles the 
account. (Story on Page 24.) 


BUILDS TOWEL ENSEMBLE SALES 


ee 6c 
Bath Mat to match 100 


Cannon Mills, Inc., is using this simulated bathroom nook display piece in retail 
cutlets to promote ensemble sales of various Cannon items. The price card, too, 
emphasizes the ensemble idea. 


STARS LIKE MILK 


THANKS, MOM.. YOURE i 
STILL MY BEST GIRL I ae 


Film star Jackie Cooper shares the spot- 
light with his mother in this copy for 
milk which, it seems, is best when sold in 
bottles with Welded Wire hood seals. 
Jane Withers and mother will follow the 
testimonial line in women's magazine 
copy placed by Sherman K. Ellis for 
Standard Cap & Seal Corporation. Copy 
is in color. 


FUR COATS, TOO 


MONEY Race euamanres 


+ SAVE won. = ney tage owe 0 . ten tent tomy Se oP 
ae tkemgen sie - = Cane Goal GOW Pontinte 


Koppers Company has begun a news- 

paper campaign in Eastern cities telling 

mothers how this product affords more 

time for baby and also how it helps 

housewives save enough money to buy a 

fur coat. Chas. Dallas Reach Company, 
Newark, is the agency. 


TOPSY TURVY 


This lady is holding a piece of elastic glass, a startling new product being dis- 
tributed through S. Buchsbaum & Co., Chicago, and being used on this company's 
fine of men's wear accessories. (Story on Page 4.) 


PLYMOUTH ANNOUNCES NeW MODELS 


1940 PLYMOUTH Zier 


This announcement copy for the 1940 Plymouth models in newspapers, magazines, 

rotogravure and farm papers is the beginning of the largest campaign in the 

history of the Plymouth division of Chrysler Corporation, Detroit. fst Story on 
Page 6.) 


_— SCORES IN CAR CARD 
aie . ote ee 


ITS TURNING THE TOWN i 


a 


The curved line through the center of this car card helps draw consumer attention to the promotion theme used by Rock- 
wood & Co., Brooklyn, for transportation advertising of its candy ber. Car cards and buses of 14 major cities are being used, 


h Street Railways Advertising Company. 
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FIVE | 


NeriruChemunes dd a CHEMURGY 


Nature, Science and Labor Must Combine for Success 


Gives Opportunity |“ — Peers 


Southwest Stands to |-— M illions of Bushels Sweet Potatoes Can Serve Chemurgy 


Benefit Enormously Facts About Sweet 
From Discoveries as | Potatoes os New 
To Plant Possibilities | Industrial Crop ee 
BY AUSTIN & BURCES © & ™ & 
Wieittes Expeciatty for The Semd- a 
Weekly Form Mews 
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Chemurgic news is now featured reg- r 


ularly in The Semi-Weekly Farm ise | @ 


News, of Dallas, Texas. Victor H. 
Schoffelmayer, Agricultural Editor of 
The Semi-Weekly Farm News and 
The Dallas Morning News, is a recog- 
nized leader of the farm chemurgic 
movement in Texas. 


A New Department 
Handles A Big New Job 


Starch from sweet potatoes ... paper from pines . . . vegetable oils from 
cotton, flax, tung trees, beans . . . these and many other things are glimpsed by 
those who look into the future of farming in Texas and the Southwest. 
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The Farm Chemurgy movement is now in its fifth year—and gaining momen- 


tum. It is bringing new outlets for farm products —fresh objectives for agricul- 
tural endeavor. 


The Farm Chemurgy page is now a regular weekly feature of the Semi- 
Weekly Farm News. From the beginning we have thrown this paper's resources 
behind this great movement, and the farm people of the Southwest have re- 
sponded with growing enthusiasm. 


Keep your advertising geared to progress in Texas! Tie in with those who 
are moving forward through the shifting agriculture scene. The Semi-Weekly 
Farm News is your medium in the Great Agricultural Southwest. 


]'Time for Action 
On Sweet Potato 
Starch Industry 


1 Mec-hin 


Readers Urged to Abels inOrderto | 
Send Chemurgic News || Open Up New Outlet 
ltems to This Page For Farmers’ Yams 


order that all sections of Tex- || gy VICTOR H SCHOFYELMATER, 
es and the Southwest may heve Agrcaiters! 


HE te 


te 
re 
Det 
ht here in Texas there has been \ 
loped od tor dehydreung 
pote in itself ie rev- 
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“Farm Chemurgy 


A coined name, not yet in the dic- 
tionary, coming from the Greek 
“chemeia,” meaning chemistry .. . 
and the Greek “ergon,” meaning 
energy or work . . . therefore, chem- 
istry at work for agriculture. 


50,000 Extra Circulation— 
No Extra Cost 


October 6, the day before the Texas 
State Fair opens, our regular sub- 
scription list of 105,000 will be in- 
creased by 50,000 extra copies to be 
mailed to farm families throughout 
Texas and Oklahoma. One feature: 
an eight page tabloid section spot- 
lighting Chemurgy. Advertising 
orders can be handled through Wed- 
nesday, October 4. ’ 


Representatives: 
Paul W. & Guy F. Minnick 
33 West 42nd St., New York, N. Y. 
J. C. Billingslea Company 
123 West Madison Ave., Chicago, III. 
J. J. Farrell 
1012 Baltimore Ave., Kansas City, Mo. 
John B. Woodward, Ine. 
Russ Bldg. San Francisco, Calif. 
Chamber of Commerce Bldg. 
Los Angeles, Calif. 


Che Semi-Weekly Farm News 


Dallas, Texas 
Associates: The Dallas Morning News :: The Texas Almanac and State Industrial Guide 


Radio Station WFAA (50,000 Watts) 
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